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ABSTRACT 
Aboriginal tourism is increasingly seen as a strategy for economic diversification by 
many Aboriginal communities. While demand for Aboriginal tourism experiences in 
North America has been demonstrated, little is known about visitor product preferences. 
This information is needed however by Aboriginal tourism business entrepreneurs and 
operators in order to manage for the long-term profitability of their businesses. In a 
collaborative research effort between Tl'azt'en Nation and the University of Northern 
British Columbia, a questionnaire containing four potential Aboriginal tourism product 
descriptions and 31 individual features of Aboriginal tourism products was administered 
to 337 visitors of northern British Columbia during the summer of 2007. Despite a 
primary interest in nature experiences by the majority of visitors, one third of our sample 
demonstrated considerable interest in experiences of Aboriginal culture. Results suggest 
the need for marketing diverse Aboriginal tourism attractions to attract repeat visitors and 
for offering an introductory experience to Aboriginal culture for first time visitors. 
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CHAPTER 1 
INTRODUCTION 
1.1 The need for research on the Aboriginal tourism market 
Tourism has been described as an industry that is capable of providing indigenous 
communities with economic benefits while enhancing cultural pride and facilitating cross-
cultural understanding between indigenous peoples and Western society (Butler and Hinch, 
1996; Research Resolutions & Consulting Ltd., 2001). With the economic challenges faced 
by First Nation communities in Canada, especially in the more rural and remote northern 
parts of the country, many indigenous groups have come to see Aboriginal tourism as an 
industry for potential economic development (Loverseed, 1998; Williams and Dossa, 1996). 
At the same time, Aboriginal tourism has received increased attention by various public and 
governmental tourism organizations worldwide, many of which claim that there is increasing 
demand for this particular type of tourism (Aboriginal Tourism Canada, 2004; Australian 
Tourist Commission, 2003; Aboriginal Tourism Canada, 2003; Kutzner, Maher, and Wright, 
2007a; Loverseed, 1998; Williams and Dossa, 1996). Many of these reports have focused on 
providing information on the size of this niche market as well as about the profile of the 
Aboriginal tourism traveler (Aboriginal Tourism Canada, 2004; Australian Tourist 
Commission, 2003; Aboriginal Tourism Canada, 2003). A growing interest in Aboriginal 
tourism is also reflected in the tourism literature (see Butler and Hinch, 1996; Deutschlander 
and Miller, 2003; Mcintosh, 2004; Notzke, 2006). Although research into the Aboriginal 
tourism market is increasing (e.g. Aboriginal Tourism Canada, 2003; Cook Consulting Inc., 
2004), particularly with respect to the profile of travelers interested in Aboriginal tourism, 
there is a gap regarding research on visitor satisfaction with, and expectations of, Aboriginal 
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tourism products (Mcintosh, 2004; Petterson, 2002; Ryan and Huyton, 2002; Zeppel, 2002). 
Understanding travelers' preferences regarding Aboriginal tourism products is essential for 
the development of such products as well as to the identification of new target markets 
(Mcintosh, 2004; Petterson, 2002). The importance of research in this area of study has been 
emphasized by researchers in the Aboriginal tourism field such as Alison J. Mcintosh (2004: 
2), who describes the product development information that is currently available to 
Aboriginal tourism operators as "anecdotal". 
The need for research on Aboriginal tourism products and the Aboriginal tourism 
market also comes from a more practical point of view. Aboriginal tourism has been 
advocated as a tool of economic development for many communities in remote, rural and 
northern environments (Notzke, 2006). As a result, many First Nation communities have, or 
are beginning, to explore tourism as a development option (Notzke, 2006). One of these 
communities is Tl'azt'en Nation, located in the northern part of British Columbia, near Fort 
St. James (Figure 1.1). Tl'azt'en Nation community members have been interested in tourism 
as a development option for a number of years and would like to launch a tourism venture. 
Visitor statistics collected at the nearby National Historic Site in Fort St. James in 2005 
indicate that travelers to this area are in fact interested in an Aboriginal cultural experience 
(Parks Canada, 2005). However, there is a lack of detailed information on travelers' 
preferences regarding Aboriginal tourism products. As a result, the information available to 
Tl'azt'en Nation on which to base their product development is very limited and the 
community requires a better understanding of the products that visitors seek to experience. 
Research on the Aboriginal tourism market potential in northern British Columbia 
provides Tl'azt'en Nation with essential knowledge regarding Aboriginal tourism product 
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demand, especially as this project will be enhanced with information by a companion 
research project. Shane Hartman will complement this research by providing information on 
which aspects of their culture Tl'azt'en Nation are willing to share and in which ways they 
would like to interact with tourists (personal communication, August 16, 2008). 
Figure 1.1 Location of Tl'azt'en Communities and Territory 
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1.2 Research objectives and associated questions 
The research framework of this study was designed to build upon and expand the 
research on the Aboriginal tourism market and contribute to a better understanding of this 
market in northern British Columbia, Canada. Exploring visitor interest in Aboriginal 
tourism products and features, this research sought to contribute essential information for the 
identification of potential target markets for the Tl'azt'en Nation, and for other Aboriginal 
tourism operators in the region. The five key objectives and associated research questions 
were: 
Objective # 1: 
• To assess Aboriginal tourism product attributes which are determinant in travelers' 
purchasing decisions. 
Related research questions: 
a. What are primary Aboriginal tourism product attributes sought by Aboriginal tourism 
travelers in B.C.? 
b. Which product attributes of Aboriginal tourism products are favoured most by 
Aboriginal tourism travelers visiting British Columbia? 
c. What are the implications of these preferences for product development by 
Aboriginal communities in northern British Columbia and elsewhere? 
Objective # 2 & 3 
• To identify visitor product preference regarding four different types of potential 
Aboriginal tourism products that are based on the resources available in a northern 
environment; and 
• To identify visitors' product preference based on their interest in Aboriginal tourism 
product features. 
Related research questions: 
a. When testing a variety of Aboriginal tourism products composed of key Aboriginal 
tourism product attributes available in a northern environment, which products are the 
most appealing to Aboriginal tourism travelers in northern British Columbia? 
b. Which Aboriginal tourism product features have a positive/negative influence on 
visitor product preference? 
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Objective # 4 & 5 
• To segment the market for Aboriginal tourism in northern British Columbia based on 
a psychographic segmentation methodology, concentrating on the first two 
dimensions of the methodology consisting of activities, interests and opinions (AIO): 
visitor preferred activities in regards to Aboriginal tourism product features. 
• To identify those segments with the strongest potential for rural First Nation 
communities such as Tl'azt'en Nation, along with potential marketing strategies that 
may assist operators in reaching them. 
Related research question: 
a. Which market segments of Aboriginal tourism travelers can be identified and which 
pose the greatest potential as a target market for Tl'azt'en Nation and other First 
Nations in northern B.C.? 
1.3 Case study description 
Tl'azt'enne' are the "people from the head of the lake" as translated from Carrier 
language (Morris, 1999: ix). Tl'azt'en Nation is a branch of the Dakelh (Carrier) linguistic 
group of the Dene (Athapaskan) family (Morris and Fondahl, 2002). This Aboriginal 
community is situated in the interior of British Columbia, approximately 60 kilometres 
northwest from Fort St. James. In 2007, there were 1,500 registered community members 
with 539 members living on reserve and 937 individuals registered as living off reserve 
(Department of Indian Affairs and Northern Development, 2007). The community is fast 
growing and just under half of its members are below the age of 25 (Statistics Canada, 2006). 
The three main reserve sites of the Tl'azt'en community are Tache, Binche, and Dzitl'ainli 
(Middle River), with K'uzche (Grand Rapids) serving as a summer campsite. 
Tl'azt'en territory is located on the Nechako Plateau and borders on the Omenica 
Mountains to the north. This area falls within the sub-boreal spruce biogeoclimatic zone, 
which is characterized by a vast rising and falling landscape endowed with dense coniferous 
forest (Ministry of Forests and Range, 2001). The climate consists of short, warm summers 
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(reaching up to 30°C at times) and long, snowy winters with temperatures ranging from -10 
degrees Celsius to -40°C (Ministry of Forests and Range, 2001). Centering on Trembleur 
and Stuart Lakes (Dzinghu bun and Nakal bun) and surrounded by many smaller water 
features such as rivers and streams, the scenery and environment of the Tl'azt'en territory 
exhibit great natural beauty and natural resources. 
This landscape was home to Tl'azt'enne long before the arrival of the Europeans 
(Morris, 1999). Then, Tl'azt'enne had their own political and social organization and lived as 
a hunter-gatherer society off the abundant resources offered by the land (Morris, 1999). 
Today, many Tl'azt'enne still practise their traditional ways of living and hunt for "moose, 
bear, caribou, mountain goats, and small fur bearing animals" (Tl'azt'en Nation, n.d.). In 
addition, the community catches salmon, white fish, trout, kokanee, spring salmon and 
lingcod (Tl'azt'en Nation, n.d.). 
Prior to contact with Europeans, Tl'azt'enne were governed by "a hierarchical form 
of government called the Balhats, or potlach system" (Wilkerson and Baruah, 2001: 71). 
Their territory was organized into family hunting and gathering grounds or keyohs, which 
bordered on those of its Carrier neighbour groups including the Nak'azdli (south and east), 
the Takla in the north and the Babine in the west (Morris, 1999). Some of the keyohs and 
Tl'azt'enne organization of the land and the traditional territory are identified in Figure 1.2. 
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Figure 1.2 Tl'azt'en Nation Traditional Territory, north central British Columbia* 
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With the arrival of the Europeans and the establishment of a fur trading post at the 
outlet of Stuart Lake (Nak'al bun) Tl'azt'enne became involved in the fur trade with colonial 
settlers and began to practise trapping (Morris, 1999; Morris and Fondahl, 2002). Although 
gaining from fur trade with colonial settlers, Carrier people were devastated by many of the 
impacts from European contact, including forced relocations, acculturation and diseases 
(Brown, 2002). Despite the changes forced upon them, throughout their contact with 
European settlers and colonial government institutions, Tl'azt'enne persistently attempted to 
emphasize their right to the land and resources on which they lived (Morris and Fondahl, 
2002). 
Industrial activities introduced by Europeans did not directly impact Tl'azt'en 
territory until the 1940s (Morris and Fondahl, 2002). At this time, with the beginning of 
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selective logging by horse and the creation of a mercury-mine at Pinchi Lake, several 
developments came about simultaneously (Morris and Fondahl, 2002). Eventually, the 
expansion and advancement of such activities in nearby centers such as Prince George 
became incompatible with Tl'azt'enne subsistence economy and wage labour participation, 
especially after a road from Fort St. James to Tache was completed in 1969 (Morris and 
Fondahl, 2002). Tl'azt'enne began to search for a different economic base and in 1982 
Tl'azt'enne bid on, and won, a Tree Farm License (TFL) of over 54,000 hectares of 
Provincial land (Morris and Fondahl, 2002). Over the course of the years, Tl'azt'enne have 
added to their economic infrastructure and today own and operate a logging company 
(Tanizul Timber Ltd.), Teeslee Forest Products Company, a cabinet shop, and other 
individually owned and operated businesses on their territory. Forestry is the main economic 
base for Tl'azt'en Nation and these three businesses provide the majority of employment on 
the reserve. Besides these, Tl'azt'enne also operate several commercial enterprises and 
support themselves through subsistence practises; yet, with 41%, the unemployment rate on 
Tl'azt'en reserves remains high (Statistics Canada, 2001). Recognizing the natural beauty of 
their territory and the economic conditions of the forestry sector, Tl'azt'enne have shown 
great interest in the diversification of their economic base by adding tourism. Previous 
research has confirmed that the community's territory offers significant potential for tourism 
businesses (Nepal, 2004). 
1.4 Tourism Opportunities 
Tl'azt'enne first participated in the tourism industry in the 1940s when newcomers 
established fishing lodges in their traditional territory (Morris and Fondahl, 2002). Today, 
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there is still a focus on the water features regarding recreation on and around Tl'azt'en 
traditional territory. The territory does, however, offer more than just fishing. The natural 
environment is endowed with thick sub-boreal spruce forest and water features such as rivers, 
streams, lakes and wetlands. Stuart Lake is popular for its natural fish stocks and its sandy 
beaches. The terrain is suitable for hiking, mountain biking, camping, photography, boating 
and canoeing as well as hunting. One highlight of the area are pre-historic pictographs on the 
north shore of Stuart Lake. Nearby, in the community of Fort St. James, Parks Canada 
operates the Fort St. James National Historic Site. 
However, Tl'azt'enne face many challenges regarding tourism development. The 
community is located two hours off the major highway and is surrounded by a network of 
logging and forestry service roads. There are no dominant tourist attractions or natural 
features that may draw people to the area, built tourism infrastructure is minimal, and current 
tourism activities are mainly informal and unorganized. The challenges that come with the 
community's location will need to be taken into consideration as tourism development is 
pursued. 
1.5 Overview of methodology 
The research of this thesis was conducted under the umbrella of a Community-
University Research Alliance (CURA) between Tl'azt'en Nation and the University of 
Northern British Columbia (http://cura.unbc.ca), funded by the Social Sciences and 
Humanities Research Council of Canada (SSHRC). CURA strives to "effectively engage in 
culturally and ecologically sustainable natural resource management, and to enhance the 
capacity of UNBC researchers and their students to effectively contribute to First Nation 
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community needs through collaborative research" (Tl'azt'en Nation and the University of 
Northern BC CURA, 2007). The principles by which this research project operates ensure 
that Tl'azt'enne are fully involved in the research. In particular, Tl'azt'enne help define the 
research questions to be studied, co-manage each research project, are employed as research 
assistants and managers alongside graduate students, and have full authority over the sharing 
of results. Adhering to these principles, the methodology of this project incorporates 
Tl'azt'en researchers and community members at every point of the research process. 
In order to address objective one, I conducted a literature review on key features of 
Aboriginal tourism products and applied for ethics approval to conduct in-depth interviews 
with Aboriginal tourism industry professionals from the surrounding area to the University of 
Northern British Columbia (UNBC) ethics board. After receiving ethics clearance, I 
administered in-depth interviews with thirteen Aboriginal tourism industry professionals in 
British Columbia and Alberta as well as five visitors at the Prince George Visitor information 
centre. The purpose of these in-depth interviews was to confirm the results of my literature 
review on key features of Aboriginal tourism products and to identify any product features 
that may be unique to northern British Columbia. Prior to the in-depth interviews, I had 
considered a conjoint study based on Aboriginal tourism product attributes as an approach to 
product research and development (Renaghan and Kay, 1987). However, after completing the 
interviews I decided that, at this stage of our understanding of Aboriginal tourism product 
preference, there were too many attributes to be considered for an effective conjoint model. 
Not wanting to limit the type of product that Tl'azt'en Nation may want to offer and that 
would be feasible for them, I worked together with Tl'azt'en researchers to create written 
descriptions of four potential products similar to the types of experiences Tl'azt'enne may 
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want to provide to future visitors and based on Aboriginal tourism experiences available in 
other areas of B.C. (Table 1.2). The product development process was iterative in nature and 
my main role was to bring the ideas of Tl'azt'en researchers to paper in a language that 
would appeal to visitors. After several drafts had been revisited by CURA ecotourism stream 
leader Amelia Stark, a final version of each product was agreed upon. 
Following the product development, I prepared a self-administered questionnaire 
based on previous research on Aboriginal tourism features and applied for ethics approval. 
During the development of the questionnaire, it was revised several times by Amelia Stark, 
who insured its applicability to Tl'azt'en territory. The questionnaire inquired about visitors' 
previous visits to B.C., their knowledge about the Aboriginal people of British Columbia, 
their information search for, as well as previous experience with, Aboriginal tourism and 
their travel behaviour and demographics. Respondents were asked to rank their interest in 
Aboriginal tourism related activities, topics and experiences on a 5-point Likert scale ranging 
from not at all interested (1) to very interested (5). Full product descriptions were included in 
the questionnaire to test for visitor interest in each product. This way we were able to 
advance the product research to an intermediate step between a list wise approach and testing 
of existing products. 
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Table 1.2 Abbreviated descriptions of four potential Aboriginal tourism products 
Potential 
product* 
Tl'azt'en 
Traditional 
Feast (Feast) 
Family 
Cultural 
Camp (Camp) 
Carrier Rock 
Paintings 
(Rock Art) 
Tl 'azt 'en 
Territory 
Nature Hike 
(Hike) 
Description 
Celebration of the arrival of the 
salmon with a traditional Tl'azt'en 
dinner serving salmon and other 
traditional food. Includes an option 
for a guided tour. Entertainment 
includes a singing and drumming 
performance. 
A camp to experience Carrier culture 
in form of workshops. It includes the 
option of a guided tour to rebuilt pit 
houses or to see wildlife and the 
opportunity to meet Tl'azt'en Elders. 
Alternatively, visitors can go on a 
hike or canoe trip by themselves. 
There is an option to stay overnight. 
A boat trip on Stuart Lake to a rock 
face with pre-historic Carrier rock 
paintings. A guide will explain the 
paintings and Tl'azt'en traditional life 
in this environment. 
2 hour hike though the forest to a 
waterfall at Pinchi Lake. Includes a 
small traditional lunch (optional) and 
a guide to explain the local flora and 
fauna and Tl'azt'en traditional life in 
this environment. 
Central features 
Celebration, 
traditional food 
(salmon), arts 
and crafts, 
scenery, 
drumming and 
singing 
performance 
Experiencing 
Carrier culture, 
traditional 
activity 
workshops, 
outdoors, rebuild 
pit houses, 
traditional 
stories, scenery 
Carrier rock 
paintings, 
Carrier culture, 
boat tour, 
wildlife viewing 
Hiking, nature, 
scenery, learning 
about local flora 
and fauna, 
wildlife viewing, 
Carrier culture 
Time 
frame 
3 hrs 
days 
3 hrs 
2.5 hrs 
Physical 
activity 
level 
Low 
Optionally 
moderate 
to low 
Low (15 
min. hike) 
Moderate 
to high 
*Note: each product is referred to by its abbreviated form hereafter. 
After receiving approval from the UNBC ethics board for a second time, I surveyed 
travelers stopping at the visitor information centre in the city of Prince George, British 
Columbia as it serves as a gateway for visitors traveling to the north, west and east. From 
mid-June of 2007 to mid-September, I self-administered questionnaires to travelers who may 
not necessarily have sought out a visit to an Aboriginal tourism site on their current trip. I 
21 
surveyed seven percent of visitors at the Fort St. James National Historic Site. The 
questionnaire was available to visitors in English and German. Survey days were randomly 
selected and survey participants were selected on a systematic basis and approached with a 
screening question regarding their interest in Aboriginal tourism type experiences. With a 
response rate of 60%, I collected a total of 343 questionnaires over the course of the summer. 
Of these, I found 337 questionnaires suitable for analysis. After entering the questionnaires 
into an Excel spreadsheet, I analyzed visitors' responses using SPSS version 15.0 (SPSS Inc, 
2006). 
Objectives two and three were addressed by establishing a profile of the sample using 
t-tests and ANOVAs as well as a multiple regression model. To meet objectives four and five, 
I applied psychographic or lifestyle segmentation analysis (Hudson, 2005). Psychographic 
analysis is used to develop profiles of consumers based on their preferred activities, interests 
and opinions (AIOs) in combination with basic demographic characteristics (Hudson, 2005). 
Typically, AIOs are measured based on statements that respondents rate on a Likert-type 
scale indicating their level of agreement (Lawson et al., 1996). The application of this 
method has been found especially useful for research on products and services which are 
sought as a result of one's self-concept or in which consumers are highly involved, such as in 
the tourism industry (Mitchell, 1994; Schul and Crompton, 1983). In this study, I focused 
only on the first two psychographic dimensions of lifestyle analysis: visitors' interests and 
preferred activities regarding Aboriginal tourism product features. 
I conducted a cluster analysis on respondent ranking of the 31 features of Aboriginal 
tourism products measuring visitors' interest in Aboriginal tourism product related activities, 
topics and experiences. The primary objective of cluster analysis is to define the structure of 
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the data by forming groups of the most similar observations in a data set (Hair, Black, Babin, 
Anderson and Tatham, 2006). A k-means clustering approach was used to examine a two, 
three and five cluster solution, which resulted in the confirmation of the three cluster solution 
as the one with the clearest interpretation. Stepwise discriminant analysis with cluster 
membership as the grouping variable and visitors' interest in product features as the 
independent variables was then used to identify those factors that discriminated most clearly 
between respondents. Finally, I analyzed if distinct differences existed between the three 
clusters using t-tests, ANOVAs and Chi-square tests. Post hoc tests in the ANOVA designs 
were conducted using the Games-Howell procedure, which is most powerful and reliable in 
ANOVA designs when population variances or sample sizes are unequal (Field, 2005). 
1.6 Thesis structure 
Many First Nation communities, such as Tl'azt'en Nation, in northern British 
Columbia and in other resource-based economies, are considering tourism development as 
one of the potential development options. They face a variety of challenges, from limited 
skill levels and capacity to weakened financial positions. This thesis is an example of a 
collaborative research partnership between a northern First Nation and University researchers 
working successfully towards long-term sustainable tourism development. The information 
collected through this research will provide Tl'azt'en Nation and others with the details 
needed in order to gain a better understanding of the Aboriginal tourism market in northern 
B.C. and with the knowledge to make an informed decision regarding tourism development. 
This thesis is written in an article-based format. Chapters 3 and 4 are stand-alone 
articles written and submitted to the Journal ofEcotourism and the Journal of Vacation 
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Marketing respectively. The Journal ofEcotourism article (Chapter 3) was submitted in May 
of 2008 and accepted with minor revisions. These revisions have since been submitted and 
publication of the article is scheduled for March 2009 in a special issue on Aboriginal 
tourism. The Journal of Vacation Marketing article (Chapter 4) was submitted at the end of 
August, 2008. This article was also accepted with minor revisions. The revisions have 
recently been submitted and the article's publication is anticipated for the near future. Minor 
differences in writing style between these two Chapters are a result of the preferred editorial 
styles of the two journals. Although I am the primary author in both articles, they are the 
result of combined authorship with several other authors and consequently are written in a 
plural voice. Given the article based format, there is some redundancy between Chapters 1, 2, 
3 and 4 of this thesis. 
Chapter 2 gives an overview of the Aboriginal tourism market, preferred features of 
Aboriginal tourism products and visitors' particular interest in four potential products. It 
outlines the need for research on the demand for Aboriginal tourism in places where such 
development is currently considered by many First Nation communities, but where little 
market information is available and challenges are enhanced by remoteness and limited 
access. Given that this research is part of a larger community-university collaborative 
initiative (see http://cura.unbc.ca), the four products presented in this Chapter are less 
academic in notes and more community forward. Chapter 4 provides further insight into the 
composition of the Aboriginal tourism market in northern B.C. by segmenting the market 
based on visitors' preferred activities and interests as opposed to demographic information. 
Three potential market segments are identified and each segment's feasibility as a target 
market is discussed, along with potential marketing strategies. In Chapter 5,1 present a 
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collection of written contributions and products I have produced as part of my responsibility 
as a researcher working under the CURA umbrella over the last two years. I chose to add this 
chapter as I feel it provides insight into my closer work with Tl'azt'enne during my research 
and which I believe was essential to make this project a success. The final Chapter closes the 
research with conclusions, recommendations for further research as well as the next steps for 
the tourism development of Tl'azt'en Nation. 
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CHAPTER 2 
LITERATURE REVIEW 
2.1 Product research & development in tourism 
With an increased interest in tourism as a tool for economic development has come an 
extensive growth of Aboriginal tourism products (Notzke, 2006). Reports produced by 
tourism organizations such as the Canadian Tourism Commission, Aboriginal Tourism 
Canada, and the Australian Tourist Commission continue to document a growing demand for 
Aboriginal tourism (Research Resolutions & Consulting Ltd, 2001; Aboriginal Tourism 
Canada, 2003). Demand for Aboriginal tourism is a 'hot' topic in the tourism literature with 
many researchers pointing to the unknowns of the extent and depth of the market demand for 
this type of tourism (Notzke, 2006; Ryan and Huyton, 2000). 
However, the lack of detailed research on traveler preferences regarding Aboriginal 
tourism products is leaving operators of such tourism ventures in the dark on the topics of 
product demand and development (Mcintosh, 2004; Ryan and Huyton, 2002; Zeppel, 2002). 
In order for operators and managers of tourism and recreation ventures to be able to provide 
visitors with what they demand, research on visitor decision making and preferences is 
essential (Ross, Norman and Dorsch, 2003; Riley, 1983; Mcintosh, 2004). The travel and 
tourism market poses a particular challenge to market and product researchers as tourism 
products1 have tangible and intangible components and often cannot be tested by a customer 
in the same fashion that tangible objects can be tested (Riley, 1983). In the past, tourism and 
travel research has focused on identifying visitor profiles and perceptions of products (Roehl 
et al., 1993). However, over the past decade, tourism researchers have recognized the need to 
research traveler decision-making processes (Roehl et al., 1993). Through learning about and 
1
 Throughout this thesis I will refer to tourism experiences as 'products'. 
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understanding travelers' decision making, tourism researchers and operators of tourism 
businesses alike can identify the primary attributes influencing travelers' decisions to buy or 
not to buy a certain product (Roehl et al., 1993). If, as a result, preferred product attributes 
can be combined in a new product, this product accordingly will have a higher appeal to 
consumers (Roehl et al., 1993). 
2.2 Features of Aboriginal tourism products 
Over the last decade, several studies have been conducted in an effort to identify key 
features of Aboriginal tourism products. To gain an overview of the features identified and to 
establish a list of the most salient features of Aboriginal tourism products from a visitor's 
perspective, I reviewed eight key articles describing visitor interest in Aboriginal tourism 
products. These articles include research by Chang, Wall and Chu (2006), Mcintosh (2004), 
Moscardo and Pearce (1999), Notzke (1998, 2004), Pettersson (2002), Xie and Wall (2002) 
and Zeppel (2002). The following section provides a brief summary of the key features of 
Aboriginal tourism products identified in each article, all of which are listed in Table 2.4. 
Chang, Wall and Chu (2006: 730) explored the "novelty-seeking motivations of 
domestic tourists who visit Aboriginal attractions". Their survey was administered to a total 
of 322 domestic travelers at two Aboriginal tourism sites in Taiwan (Chang, Wall and Chu, 
2006). In regards to the level of satisfaction derived from the features experienced during the 
visit, dances, architecture, costumes and the "overall impression of the villages" were found 
most important (Chang, Wall and Chu, 2006: 735). Interest was highest in natural scenery, 
authentic dances and entertainment, and demonstrations of traditional Aboriginal handicraft 
(Chan, Wall and Chu, 2006, Table 2.1). 
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Table 2.1 Tourist behavioural preferences 
Item 
I like to see the natural scenery 
I want to see authentic dances and entertainment 
I like to see demonstrations of traditional aboriginal 
handicraft 
I like to see aboriginal architecture 
I like to participate in aboriginal festivals or events 
I want to see authentic architecture or buildings 
I want to experience authentic aboriginal culture 
Mean Score 
(5 strongly agree, 3 neutral, 
1 strongly disagree) 
4.19 
4.16 
4.12 
4.10 
4.06 
4.06 
4.05 
(Table adapted and modified from Chang, Wall and Chu, 2006: 736) 
The high ranking of natural scenery in the behaviour analysis in particular caused the 
authors to make recommendations to Aboriginal tourism operators suggesting that "natural 
scenery and well managed environment^]" may be more important to many tourists than the 
cultural attraction in the first place (Chang, Wall and Chu, 2006: 744). The researchers 
further emphasized the importance of the authenticity of cultural representations to visitors, 
as has been found by other tourism researchers (Mcintosh, 2004; Notzke, 2004). 
Mcintosh (2004) conducted a study on tourists to Aboriginal tourism sites focused on 
visitors' motivations, perceptions and experiences of Maori culture in New Zealand. The 
study consisted of 70 semi-structured in-depth interviews with international tourists at 
Christenchurch International Airport (Mcintosh, 2004). Using content analysis, Mcintosh 
(2004: 8) established five dimensions central to tourists' experiences of Maori culture; these 
include: "gazing, lifestyle, authenticity, personal interaction and informal learning". 
Mcintosh (2004) found that visitors were interested in experiencing Maori culture by 
"gaz[ing] on difference" (Mcintosh, 2004: 8). For the majority of visitors it was also very 
important to find out about differences "between traditional and contemporary Maori 
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lifestyles" (Mcintosh, 2004: 8-9). Visitors appeared particularly interested in learning about 
the day-to-day life of New Zealand's indigenous people, and many stated that the preferred 
way of getting to know people's everyday life was through visiting an Aboriginal community 
(Mcintosh, 2004). Particular characteristics of interest in regards to a community visit were 
such as '"seeing Maori people at home' [and]'having an opportunity to exchange culture or 
sharing ideas and thoughts about life'" (Mcintosh, 2004: 9). 
Beyond learning about Maori ways of life, tourists were also looking for '"personal 
interaction', [and] 'hands-on'" type experiences that would allow for them to get into direct 
contact with the indigenous people of New Zealand (Mcintosh, 2004: 10). This is a 
reoccurring theme in the Aboriginal tourism literature and has been found to be an important 
attribute of indigenous or Aboriginal tourism by other researchers (e.g. Notzke, 1998). 
However, after inquiring about the extent of desired personal interaction, Mcintosh (2004: 
11) found that visitors preferred a rather superficial experience (involving "brief contact as 
opposed to deeper engagement). Consequently, it is debatable how much of this authenticity 
can really be provided to tourists during a short visit to an Aboriginal tourism site. 
Moscardo and Pearce (1999) conducted a survey at the Tjapukai Aboriginal Cultural 
Park in northern Australia, surveying 1,556 visitors. Attempting to gain insight into visitors' 
general interest in various tourism products and their motivation to include ethnic and 
cultural tourism experiences in their travels, Moscardo and Pearce (1999) asked visitors to 
rate the general benefits they seek from tourism experiences. The majority of visitors 
indicated an interest in learning as their greatest interest ranking before the desire to "see 
wilderness and undisturbed nature" and the interest in "seeing a culture different to my own" 
(Moscardo and Pearce, 1999: 423, Table 2.2). 
32 
Table 2.2 Mean importance ratings of benefits sought from tourism in general 
Benefits Sought 
Learning new things, increasing my knowledge 
Opportunities to see wilderness and undisturbed 
nature 
Seeing a culture different to my own 
Opportunities to see/experience unique/different 
cultural groups 
Having fun, being entertained 
Getting away from the demands of home 
Visiting museums and art galleries 
Activities for the whole family 
Mean Rating0 
3.7 
3.6 
3.5 
3.5 
3.3 
3.1 
2.8 
2.7 
Standard 
Deviation 
0.5 
0.6 
0.7 
0.7 
0.8 
1.0 
0.9 
1.1 
"Rating scale range from 1: not at all important to 4: very important 
(Table adapted and modified from Moscardo and Pearce, 1999: 423) 
Rating the relative importance of features of ethnic tourism products, visitors placed 
information on the indigenous groups' history first, information on traditional lifestyles 
second, and information on peoples' contemporary lifestyles third (Moscardo and Pearce, 
1999, Table 2.3). 
Table 2.3 Mean importance ratings of features of ethnic tourism products 
Features Sought 
Information on the history of the people 
Information on traditional lifestyles 
Information on how people live now 
Contact with indigenous people 
Arts and crafts 
Dance performances 
Authentic food 
Opportunities to participate in traditional activities 
Mean Rating" 
3.6 
3.6 
3.5 
3.4 
3.3 
3.2 
3.1 
2.9 
Standard 
Deviation 
0.6 
0.6 
0.7 
0.7 
0.7 
0.7 
0.8 
0.9 
"Rating scale range from 1: not at all important to 4: very important 
(Table adapted and modified from Moscardo and Pearce, 1999: 423) 
In an examination of tourists to Inuvik in Canada's western Arctic, Notzke (1998: 71) 
found that of 70 survey participants, the majority were "very interested in native people". 
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When asked about their greatest interests in northern Aboriginal people, respondents named 
"people's everyday life; arts and crafts [...]; traditional land-based activities [...]; learning 
from native people about the environment [...]; and country food" (Notzke, 1998: 71). There 
was a high level of satisfaction overall and the top three highlights of the visit to many were: 
the "personal encounter with native people", the "native guide's performance", and the 
"country food" (Notzke, 1998: 71). These results indicate a strong emphasis on interest by 
visitors in personal interaction with native people and a desire to learn from them directly 
(Notzke, 1998) ~ a finding that coincides with the results by Mcintosh (2004) outlined above. 
Inquiring about peoples' interest in Aboriginal tourism experiences in Alberta, 
Canada, Notzke (2004) found responses quite similar to the ones described above. The top 
three items of interest to visitors were: history, arts and crafts, and observing native culture 
(Notzke, 2004). Other items of interest included people's every day life, learning about 
current issues, festivals, learning from native people about the environment, experiencing and 
participating in native culture, personal contact with native people and native cuisine (Notzke, 
2004). 
While the researchers above centred their studies on existing products, Pettersson 
(2002) took a different approach to studying tourists' evaluation of Aboriginal tourism 
products. The researcher carried out a study on Sami tourism in northern Sweden to explore 
tourist demand for potential products of Sami tourism and the factors that influence tourists' 
decision making in product selection (Pettersson, 2002). The study measured how three 
particular attributes, "product, price and accessibility", are evaluated by tourists to northern 
Sweden (Pettersson, 2002: 360). The study framework was based on a stated preference (SP) 
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method, which can be used to analyze potential tourists' opinions on different alternatives of 
products (Pettersson, 2002). 
The questionnaire described nine products for visitors to evaluate (Pettersson, 2002). 
The analysis of 644 responses showed that, of the three attributes measured, price was the 
most important variable, followed by accessibility (Pettersson, 2002). Evaluating the 
different products, visitors' consistently chose the lower price and smaller distance options 
(Pettersson, 2002). The most popular product of the nine product descriptions was "a trek 
with Sami guides through reindeer pasture" (Pettersson, 2002: 368). Based on these findings 
Pettersson (2002) recommended that Sami tourism operators in northern Sweden should base 
their products on high quality and experiences that are differentiated from other regional 
products. 
Zeppel (2002) conducted a case study of an indigenous theme park located on 
Vancouver Island in British Columbia, Canada. The study focused on visitor interest in 
Aboriginal cultural tourism presentations as well as their responses to it in terms of 
satisfaction with their visit (Zeppel, 2002). Analyzing 496 questionnaires, Zeppel found that 
the top three visitor attractions were "totempoles", "the Khowutzun arts and crafts gallery" 
and "the carving house" (2002: 96). These key features were distinguished from other 
features at the site in that they "involve a strong visual component" and some, such as the 
carving house, demonstrate the production of indigenous arts and crafts (Zeppel, 2002: 96). 
The second most popular group of attractions were the "Great Deeds film show", "the gift 
shop" and "the guided tour" (Zeppel, 2002: 96). These attractions involve visitors in learning 
about Cowichan culture and purchasing souvenirs. Visitors indicated that their cultural 
experience occurred first and foremost "through talking to Cowichan staff at the Native 
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village (63.5%)" (Zeppel, 2002: 96). During their visit, many respondents took photographs 
and made videos of the site, purchased arts and crafts, attempted woodcarving, purchased 
either books or souvenirs and tried Cowichan food. When asked to rank the site features that 
provided a "genuine experience of Cowichan culture" at Cowichan Village the following 
features were listed as the top three by respondents: "learning about Cowichan history", 
"Cowichan totem poles", and "meeting Cowichan people" (Zeppel, 2002: 97). 
Learning, entertainment, authenticity and price are all reoccurring themes in the 
literature reviewed above. Travelers' interest in experiencing tourism products that are 
"[njative owned and operated" (Notzke, 2004: 44) echoes the demand for authentic 
experiences. The interest by travelers in architecture and dance performances brought 
forward by Chang, Wall and Chu (2006) is further confirmed by Xie and Wall (2002) with 
their research in Hainan, China. Measuring tourists' interest in the attractions at three "folk 
villages" (p. 354) in Hainan, Xie and Wall (2002) found that travelers were most interested in 
architecture and dance performances but were unsatisfied with a lack of interpretation at the 
sites. 
Summarizing across the articles above, several common features of Aboriginal 
tourism products with importance to consumers of such products can be established. These 
reoccurring features are listed in Table 2.4. 
36 
Table 2.4 Features of Aboriginal tourism experiences 
Contact with Aboriginal people 
Aboriginal peoples' past and contemporary 
everyday life 
History of the people 
Learning 
Natural scenery 
Aboriginal architecture 
Authenticity 
Arts and crafts (demonstrations) 
Guided tours 
Entertainment (dance 
performances/costumes) 
Country food 
Festivals 
Mcintosh, 2004; Moscardo and Pearce, 
1999; Notzke, 1998; Zeppel, 2002 
Mcintosh, 2004; Moscardo and Pearce, 
1999; Zeppel, 2002 
Moscardo and Pearce, 1999; Zeppel, 2002 
Mcintosh, 2004; Moscardo and Pearce, 
1999; Notzke, 1998; Zeppel, 2002 
Chang, Wall and Chu, 2006; Moscardo and 
Pearce, 1999 
Chang, Wall and Chu, 2006 
Chang, Wall and Chu, 2006; Moscardo and 
Pearce, 1999; Notzke, 1998; Mcintosh, 
2004; Zeppel, 2002 
Chang, Wall and Chu, 2006; Moscardo and 
Pearce, 1999; Notzke, 1998; Mcintosh, 
2004; Zeppel, 2002 
Mcintosh, 2004; Notzke, 1998; Zeppel, 2002 
Chang, Wall and Chu, 2006; Moscardo and 
Pearce, 1999; Mcintosh, 2004; Zeppel, 2002 
Moscardo and Pearce, 1999; Notzke, 1998 
Mcintosh, 2004; Zeppel, 2002 
Chang, Wall and Chu, 2006; Moscardo and 
Pearce, 1999; Mcintosh, 2004 
The studies by Chang, Wall and Chu (2006), Mcintosh (2004), Moscardo and Pearce 
(1999), Notzke (1998; 2004), Pettersson (2002), Zeppel (2002) and Xie and Wall (2002) 
provide preliminary research into travelers' preferences regarding Aboriginal tourism 
products. A variety of popular attributes of Aboriginal tourism products, such as learning 
about indigenous peoples' past and contemporary lifestyles, can clearly be elicited from these 
studies. However, they provide only preliminary insight into travelers' preferences for 
Aboriginal tourism product attributes and are not specific to northern British Columbia, 
Canada. What is needed is a better understanding of travelers' expectations of and responses 
to Aboriginal tourism products in order for Aboriginal tourism operators to develop the most 
attractive products (Moscardo and Pearce, 1999; Mcintosh, 2004). This is particularly true 
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for northern British Columbia. Although market reports have documented demand for 
Aboriginal tourism in British Columbia, the bulk of this research has been focused on the 
southern parts of this province, which are supported through a strong physical and 
organizational tourism infrastructure already in place. In the northern regions however, 
destinations and resources are often more difficult to access for operators as well as tourists. 
While the list of features above gives an idea of which features are important in Aboriginal 
tourism products, there remains a knowledge gap regarding which features are preferred by 
visitors to northern B.C. and in which shape or form they would like to (or are comfortable 
with) experiencing Aboriginal tourism provided by rural First Nation communities. The 
following two chapters are an attempt to shed light on the answers to these questions. 
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CHAPTER 3 
IDENTIFYING TOURISTS' PREFERENCES FOR ABORIGINAL TOURISM 
PRODUCT FEATURES: IMPLICATIONS FOR A NORTHERN FIRST NATION IN 
BRITISH COLUMBIA2 
3.1 Abstract 
Recent research on the Aboriginal tourism market has revolved predominantly around 
establishing a profile of the traveler interested in Aboriginal tourism (hereafter referred to as 
the Aboriginal tourism traveler). Currently, the Aboriginal tourism traveler is generally 
described as a mature individual who is interested in having authentic experiences of 
different cultures. However, there is a need for a better understanding of what specific 
products this particular traveler is interested in, and in what style, format or nature of 
delivery. The study presented in this paper attempts to provide insight into this topic. In a 
collaborative research effort between Tl'azt'en Nation and the University of Northern British 
Columbia, a questionnaire containing four hypothetical Aboriginal tourism product 
descriptions and 31 individual features of Aboriginal tourism products was administered to 
337 visitors of northern British Columbia during the summer of 2007. Despite a primary 
interest in nature experiences by the majority of visitors, one third of our sample 
demonstrated considerable interest in experiences of Aboriginal culture. Results suggest the 
need for marketing diverse Aboriginal tourism attractions to attract repeat visitors and for 
offering an introductory experience to Aboriginal culture for first time visitors. 
2
 Kutzner, D., Wright, P.A. and Stark, A. (Forthcoming). Identifying tourists' preferences for Aboriginal 
tourism product features: Implications for a northern First Nation in British Columbia. Journal ofEcotourism. 
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3.2 Introduction 
Cultural tourism, or the 'exotic Other' has received a new wave of attention since the 
mid 1980s (Rojek and Urry, 1997). The tourists' thirst for pristine environments and cultures 
has driven the tourism industry to explore opportunities beyond the borders of easily 
accessible areas (Butler and Hinch, 1996; Bruner, 1996). Yet, with the strangers gaze 
invading the space of indigenous inhabitants, comes the potential for a myriad of cultural 
impacts from acculturation to commodification, exploitation to loss of identity (Faulkner and 
Tideswell, 1997; Pearce, 1995; Pettersson and Viken, 2007; Ryan, 2005; Sofield, 1991). 
These are not insignificant concerns which communities must consider completely and be 
empowered to control through their own decisions (Notzke, 2006; Zeppel, 1998). Aboriginal 
tourism can also, however, offer an opportunity to share culture (Pearce, 1995; Sofield and 
Birtles, 1996) and may provide potential economic benefits for communities (Loverseed, 
1998; Mcintosh, 2004). 
Reports on the demand for Aboriginal tourism as well as potential development 
strategies are widespread (Aboriginal Tourism Canada, 2003; Australian Tourist Commission, 
2003; Cook Consulting Inc, 2004; Kutzner, Maher, and Wright, 2007a). Within British 
Columbia, the Aboriginal Tourism Association of British Columbia (ATBC) estimated that 
there are about 180 Aboriginal tourism businesses and while only about half of these operate 
in the Aboriginal cultural tourism sector, only 50 businesses were considered to have market-
ready products (ATBC, 2005). A performance evaluation of all businesses operating in 2002 
showed that 35% earned a profit, 23% broke even and 32% operated at loss (ATBC, 2005). 
While several First Nations in British Columbia, such as the Cowichan Tribes on Vancouver 
Island with the Quw'utsun' Cultural and Conference Centre, or the Gitxsan Nation with K'san 
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Historical Village and Museum in New Hazelton, have demonstrated long-term sustainability 
with their tourism operations (Zeppel, 2002; Indian and Northern Affairs Canada, 2004), 
success stories regarding Aboriginal tourism operations are still rare, especially in northern 
British Columbia. Currently, there are only four Aboriginal tourism products exhibited in 
ATBC's Aboriginal tourism guide for this region (ATBC, 2008). The development of 
market-ready products in the north lags behind (Notzke, 1998). The lack of detailed research 
on traveler preferences regarding Aboriginal tourism products may be one explanation 
(Mcintosh, 2004; Notzke, 2006; Ryan and Huyton, 2002; Zeppel, 2002). 
To date, research on the Aboriginal tourism market has primarily focused on the 
development and planning of Aboriginal tourism and the characteristics of the Aboriginal 
tourism traveler (Notzke, 1998, 2004; Ryan and Huyton, 2002). Many of these studies 
conclude that the Aboriginal tourism traveler is a person interested in culture, nature, 
exploration and outdoor activities, who is mature, educated and well-off (Kutzner, Maher, 
and Wright, 2007b; Lang Research, 2001; Loverseed, 1998; Notzke, 2006; PriceWaterhouse 
Coopers, 2002; Research Resolutions & Consulting Ltd, 2001; Williams and Dossa, 1996; 
Zeppel, 2002). Corresponding key market segments include the 'dual track' niche market 
(interested in both culture and nature) and culture-only markets within North America, as 
well as the European market (Lang Research, 2001; Research Resolutions & Consulting Ltd, 
2001). Because the northern regions of Canada largely attract visitors interested in the 
outdoors, the dual track market has been proposed as most accessible in this region (Lang 
Research, 2001; Research Resolutions & Consulting Ltd, 2001). According to market 
research, 66% of travelers in this niche market have visited Aboriginal attractions and 45% 
had Aboriginal cultural experiences in remote settings (Research Resolutions & Consulting 
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Ltd, 2001). Besides culture, members of this market segment are interested in a broad range 
of outdoor activities from wildlife viewing to hiking and backpacking (Research Resolutions 
& Consulting Ltd, 2001). 
3.3 Aboriginal tourism product features 
In studies focusing more directly on identifying salient attributes of tourism 
experiences, Chang, Wall and Chu (2006) found natural scenery to be the most important 
feature of the tourism experience of domestic visitors at two Aboriginal tourism sites in 
Taiwan. Moscardo and Pearce (1999: 423), researching the profile of the Aboriginal tourism 
traveler at Tjapukai cultural park in Australia, found the desire to "see wilderness and 
undisturbed nature" ranked second behind "learning new things" among general benefits 
sought by visitors. Notzke (1998: 71) found that visitors to Canada's western Arctic were 
very interested in learning about Aboriginal peoples' everyday life and their "traditional 
land-based activities". Other important features of Aboriginal tourism products are listed in 
Table 3.1. While these studies present potential key features of Aboriginal tourism products, 
many have limited applicability given their geographic scope and a research focus on 
existing Aboriginal tourism products as opposed to identifying potential products. One 
exception is a study by Pettersson (2002), who researched visitors' interest in nine potential 
Sami tourism products in northern Sweden. 
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Table 3.1 Preferred features of Aboriginal tourism experiences 
Feature 
Contact with Aboriginal people 
Interest in Aboriginal peoples' 
past and contemporary 
lifestyles 
History 
Learning 
Natural scenery 
Aboriginal architecture 
Authenticity 
Arts and crafts 
(demonstrations) 
Guided tours 
Dance performances / 
entertainment / costumes 
Country food 
Festivals 
Reference 
Mcintosh, 2004; Moscardo and Pearce, 1999; Notzke, 
1998; Zeppel, 2002 
Mcintosh, 2004; Moscardo and Pearce, 1999; Zeppel, 2002 
Moscardo and Pearce, 1999; Zeppel, 2002 
Mcintosh, 2004; Moscardo and Pearce, 1999; Notzke, 
1998; Zeppel, 2002 
Chang, Wall and Chu, 2006; Moscardo and Pearce, 1999; 
Ryan and Huyton, 2000a 
Chang, Wall and Chu, 2006; Xie and Wall, 2002 
Chang, Wall and Chu, 2006; Moscardo and Pearce, 1999; 
Notzke, 1998; Mcintosh, 2004; Zeppel, 2002 
Chang, Wall and Chu, 2006; Moscardo and Pearce, 1999; 
Mcintosh, 2004; Notzke, 1998; Zeppel, 2002 
Mcintosh, 2004; Notzke, 1998; Ryan and Huyton, 2000a; 
Zeppel, 2002 
Chang, Wall and Chu, 2006; Moscardo and Pearce, 1999; 
Mcintosh, 2004; Ryan and Huyton, 2000a; Zeppel, 2002 
Moscardo and Pearce, 1999; Notzke, 1998; Mcintosh, 
2004; Zeppel, 2002 
Chang, Wall and Chu, 2006; Mcintosh, 2004; Moscardo 
and Pearce, 1999 
Understanding travelers' preferences and characteristics is essential for the 
development of products as well as in the identification of new target markets (Mcintosh, 
2004; Petterson, 2002). This is particularly the case for northern British Columbia and its 
rural/remote First Nation communities where tourist volumes are significantly lower, 
financial and human capital resources scarcer, and the development of products too great a 
burden for these small communities to bare if they are unsuccessful (Notzke, 2006). Our 
study, conducted in partnership with Tl'azt'en First Nation in northern British Columbia, 
sought to identify visitor interest in four different potential (not currently existing) Aboriginal 
tourism products. Although focused on identifying opportunities for Tl'azt'enne, the findings 
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may provide insight into the Aboriginal tourism market for other indigenous communities in 
rural and northern areas. 
3.4 Case study description 
Tl'azt'en traditional territory is situated in the northern interior of British Columbia, 
approximately 60 kilometres northwest from Fort St. James (Figure 3.1). In 2007, there were 
1,500 registered community members with 539 members living on reserve (Department of 
Indian Affairs and Northern Development, 2007). Forestry is the main economic base for 
Tl'azt'en Nation and provides the majority of employment on the reserve. Tl'azt'enne also 
operate several small commercial enterprises and support themselves through subsistence 
practises, but unemployment on the reserve remains high (Wilkerson and Baruah, 2001). 
Recognizing the natural beauty of their territory and the economic downturns in the forestry 
sector, Tl'azt'enne have shown great interest in the diversification of their economic base 
through tourism (Nepal, 2004; 2005). 
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Tl'azt'en territory is endowed with thick sub-boreal spruce forest and an abundance 
of rivers, streams, lakes and wetlands. Unique characteristics on the territory include pre-
historic pictographs on the north shore of Stuart Lake, several hiking trails and reconstructed 
pit houses. Nearby, in the community of Fort St. James, Parks Canada operates the Fort St. 
James National Historic Site. A number of small fishing and hunting lodges owned by non-
Aboriginal people are operated in the surrounding area. However, Tl'azt'en face many 
challenges regarding tourism development. The community is located several hours off the 
major highway and is surrounded by a network of logging and forestry service roads. There 
are no dominant tourist attractions or natural features that may draw people to the area and 
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current tourism activities are mainly informal and unorganized. The challenges that come 
with the community's location will need to be taken into consideration as tourism 
development is pursued. 
3.5 Research context 
This study was part of a larger research alliance (CURA, http://cura.unbc.ca) between 
the University of Northern British Columbia and Tl'azt'en Nation, funded by the Social 
Sciences and Humanities Research Council of Canada (SSHRC). This alliance was launched 
in 2003 and includes 4 research streams, each of which is co-lead by a university researcher 
and a community representative. A primary objective of this alliance is to assist in the 
empowerment of Tl'azt'en Nation and to build capacity in the community while giving 
university researchers and students the opportunity to engage in a meaningful working 
partnership with a neighbouring First Nation community (Tl'azt'en Nation and the University 
of Northern BC CURA, 2007). The guiding principles of CURA ensure that Tl'azt'enne are 
fully involved in each step of the research process, from defining the research questions to 
the sharing of results. Each project conducted under CURA is discussed in community 
forums and through community newsletters to involve the largest number of community 
members. 
An examination of the potential ecotourism market was identified in discussions with 
Tl'azt'en community researchers as a key need. The results of this study are intended to 
provide Tl'azt'enne guidance in their exploration of the potential for tourism development. 
The CURA partnership and the research presented are merely tools that Tl'azt'en may find 
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useful to draw on. If and how tourism development is pursued by Tl'azt'en Nation is entirely 
in the hands of the community. 
3.6 Methods 
Product research and development in the tourism industry can be approached in 
several ways and initially a conjoint study based on Aboriginal tourism product attributes 
was considered (Renaghan and Kay, 1987). However, we decided that, at this stage of our 
understanding of Aboriginal tourism product preference, there were too many attributes to be 
considered for an effective conjoint model. We did not want to limit the type of product that 
Tl'azt'en Nation may want to offer. Together with Tl'azt'en researchers, we created several 
descriptions of potential tourism products similar to the types of experiences Tl'azt'en may 
want to provide to future visitors (Table 3.2). This way we were able to advance the product 
research to an intermediate step between a list-wise approach and testing of existing products. 
Table 3.2 Abbn 
Potential 
product* 
Tl 'azt 'en 
Traditional 
Feast (Feast) 
Family 
Cultural 
Camp (Camp) 
;viated description of four potential Aboriginal tourism products 
Description 
Celebration of the arrival of the 
salmon with a traditional Tl'azt'en 
dinner serving salmon and other 
traditional food. Includes an option 
for a guided tour. Entertainment 
includes a singing and drumming 
performance. 
A camp to experience Carrier culture 
in form of workshops. It includes the 
option of a guided tour to rebuilt pit 
houses or to see wildlife and the 
opportunity to meet Tl'azt'en Elders. 
Alternatively, visitors can go on a 
Central features 
Celebration, 
traditional food 
(salmon), arts 
and crafts, 
scenery, 
drumming and 
singing 
performance 
Experiencing 
Carrier culture, 
traditional 
activity 
workshops, 
outdoors, rebuild 
Time 
frame 
3 hrs 
1 Vi 
days 
Physical 
activity 
level 
Low 
Optionally 
moderate 
to low 
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Carrier Rock 
Paintings 
(Rock Art) 
Tl 'azt 'en 
Territory 
Nature Hike 
(Hike) 
hike or canoe trip by themselves. 
There is an option to stay overnight. 
A boat trip on Stuart Lake to a rock 
face with pre-historic Carrier rock 
paintings. A guide will explain the 
paintings and Tl'azt'en traditional life 
in this environment. 
2 hour hike though the forest to a 
waterfall at Pinchi Lake. Includes a 
small traditional lunch (optional) and 
a guide to explain the local flora and 
fauna and Tl'azt'en traditional life in 
this environment. 
pit houses, 
traditional 
stories, scenery 
Carrier rock 
paintings, 
Carrier culture, 
boat tour, 
wildlife viewing 
Hiking, nature, 
scenery, learning 
about local flora 
and fauna, 
wildlife viewing, 
Carrier culture 
3 hrs 
2.5 hrs 
Low (15 
min. hike) 
Moderate 
to high 
*Note: each product is referred to by its abbreviated form hereafter. 
Adhering to the principles of co-managed research (Fondahl et al., forthcoming) 
while working with Tl'azt'en researchers on establishing the research program, we chose a 
questionnaire as our research method as our participants were non-Aboriginal and a survey 
methodology was most appropriate for market research (Veal, 1997). The questionnaire 
inquired about visitors' previous visits to B.C., their knowledge about the Aboriginal people 
of British Columbia, and their information search for, as well as previous experience with, 
Aboriginal tourism. The four potential tourism product descriptions were presented with a 
likelihood of purchase scale and space for respondents to note attributes of the products they 
liked or disliked the most. The survey also contained four lists of attributes (activities, 
experiences, topics and level of interaction) relating to Aboriginal tourism which respondents 
could rank on a Likert scale. It concluded with questions regarding respondent travel 
behaviour and socio-demographic information. At this stage of our study, we omitted testing 
price sensitivity. The difficulties of measuring willingness to pay accurately would have 
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required more survey space than we had available at this point (Diamond and Hausman, 
1994). 
The survey period ran from mid-June of 2007 to mid-September and survey days 
were selected in a stratified random sample. The Visitor Information Center in the city of 
Prince George, British Columbia, which serves as a gateway for visitors traveling to the north, 
west and east, was chosen as a survey point. Twenty-five visitors were also surveyed at the 
Fort St. James National Historic Site. The survey was available to visitors in English and 
German as this is one researcher's first language and Prince George receives a high 
percentage of European traffic (Tourism British Columbia, 2005). Survey participants were 
selected on a systematic basis and approached with a screening question regarding their 
interest in Aboriginal tourism experiences. In total, 337 surveys were collected and analyzed 
using SPSS version 15.0 (SPSS Inc, 2006). 
3.7 Limitations of the study 
Several limitations of this study need to be acknowledged. Firstly, the data analyzed 
were collected from a sample of travelers in northern British Columbia at only two locations. 
Consequently, the results of this research are limited in the extent that they can be 
generalized beyond this geographic area. Although we have compared travelers' 
characteristics with available literature - the results are only directly generalizable to the 
studied population. Secondly, data was obtained at visitor information centres, a location that 
potentially is not used as frequently as a source of information by organized group tours as 
much as by other independently traveling visitors and may thus under-represent these 
travelers. 
51 
3.8 Study findings 
3.8.1 Respondent profile 
Our study sample matched statistical information reported in other studies on 
Aboriginal tourism travelers (Notzke, 2006; Zeppel, 2002). Male and female participants 
were represented equally and respondents ranged in age from 18 to 70+ years, with the 
sample skewed towards older respondents (64% were 45 years or older). Fifty-four percent of 
respondents indicated completion of post-secondary education. The majority of participants 
were from North America (Canada 36%; USA 20%). Europeans made up one third of the 
sample (33%) with most from Germany (13%) or the UK (7%). Most respondents had 
previously visited northern British Columbia (61%) and planned to spend an average of 12 
days in northern B.C. on this trip. Adult couples were the dominant travel party. Fifty-four 
percent of respondents traveled by car, 26% by recreational vehicle (RV). 
3.8.2 Likelihood of product purchase 
When asked about likelihood of product purchase, two products, the Hike and the 
Rock Art tied for first place, receiving 54% each. The Feast was ranked second (45%) 
followed by the Camp (30%, Figure 3.2). 
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Figure 3.2 Respondent likelihood of product purchase 
Respondents were also given an option to write down product features that they liked 
or disliked (Table 3.3). Frequently listed features included the cultural experience as part of 
the Feast and Camp. For the Camp in particular, respondents commented that they liked "the 
participation and actual hands-on experience in native culture" and "the immersion in 
community life". Regarding the Camp and the Hike, participants were also interested in 
"[spending time] with [the] Aboriginal tour guide, [the] outdoor walk & information on 
cultural significance" and "wildlife viewing, wild flowers & berries, [and the] photographic 
scenery". A visitor from Germany was particularly interested in "contact with the Tl'azt'en 
Elders" (quote translated from German) as part of the Camp. Features mentioned most 
frequently for the Rock Art and Hike included the traditional food and the cultural learning 
opportunity. 
Dislikes were also similar across the four products. For each product several 
respondents disliked the idea of taking part in group tourism. One respondent commented: "I 
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would prefer to do this in a non-guided way as a nature hike and to not be in a group setting". 
They also disliked having to commit for the length of the experience (2.5 hrs or more). 
Table 3.3 Frequently listed liked/disliked product features 
Likes 
Dislikes 
Feast 
• The cultural 
experience 
• Salmon 
• Traditional 
food 
• Group 
tourism 
• Too touristy 
• Salmon 
Camp 
• The cultural 
experience/ 
immersion 
• The activities 
• The traditional 
activities 
• Time 
commitment 
• Family 
orientation/kids 
• The group tour 
• The overnight 
stay 
Rock Art 
• The rock 
paintings 
• The boat ride 
• The learning 
opportunity 
• Not interested 
in rock 
paintings 
• Time 
commitment 
• The group tour 
• Little activity 
Hike 
• The activities 
• Being in the 
outdoors 
• Learning about 
the environment 
• Traditional food 
• Too strenuous 
• The group tour 
• Hiking 
• Time 
commitment 
3.8.3 Interest in Aboriginal tourism activities, topics and experiences 
We asked participants to rank 31 individual nature and culture related features of 
Aboriginal tourism products, which were subdivided into activities, topics and experiences. 
Most features received strong support overall. Top activities visitors were very interested in 
were: 'woodcarving', 'collecting plants to eat' and 'outdoor survival'. Most preferred 
tourism topics included the 'animal and plant life of the region', 'stories and legends of 
Aboriginal culture', and 'Aboriginal history post-European contact'. The three top-ranked 
features were 'taking photos of scenic landscapes or wildlife', 'demonstrations by artisans of 
artefacts', and 'drumming and dance performances'. 
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Table 3.4 Mean interest rating of Aboriginal tourism features 
Activities 
Most favourite 
Woodcarving 
Collecting plants to eat 
Outdoor survival 
Topics 
Most favourite 
Animal & plant life of the region 
Stories and legends of Aboriginal culture 
Aboriginal history post-European contact 
Experiences 
Most favourite 
Taking photos of scenic landscapes or wildlife 
Demonstrations by artisans of artefacts 
Aboriginal drumming and dance performances 
Mean* 
3.98 
3.90 
3.90 
4.09 
4.00 
3.95 
4.06 
3.86 
3.82 
sd 
0.993 
0.990 
0.973 
0.834 
0.893 
0.891 
0.904 
0.876 
1.145 
*Each feature was measured on a five-point scale where 1 = not at all interested and 5 = very 
interested. 
3.9 Influence of sociodemographic variables on product purchase likelihood 
3.9.1 Familiarity with Aboriginal tourism 
In order to gain further insight into the characteristics of Aboriginal tourism travelers, 
we compared preference for the four products to a range of variables including prior 
knowledge of Aboriginal people in B.C., information sought during trip planning, previous 
experience with Aboriginal tourism, and demographics (Table 3.5). Correlation analysis 
found respondents' prior level of knowledge of the Aboriginal people of B.C. did not 
significantly influence their interest in any of the products. However, respondents who had 
sought information about Aboriginal tourism opportunities in areas they were traveling to 
and Aboriginal communities they could visit prior to their trip were significantly more likely 
to be interested in the Hike, the Feast and the Rock Art products. Participants who had 
looked for general background information on Aboriginal people were also significantly 
more likely to be interested in the Hike. 
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Table 3.5 Mean scores on product interest based on prior information search 
Information 
sought 
General 
background 
information 
Information 
on 
Aboriginal 
tourism 
opportunities 
Information 
on 
Aboriginal 
communities 
Experienced 
Inexperienced 
t value 
Experienced 
Inexperienced 
t value 
Experienced 
Inexperienced 
t value 
Feast 
3.41 
3.22 
1.289 
3.61 
3.21 
2.112* 
3.63 
3.2 
2.286* 
Rock Art 
3.42 
3.27 
1.018 
3.74 
3.24 
2.673** 
3.84 
3.22 
3.350** 
Hike 
3.63 
3.24 
2.528** 
3.83 
3.26 
2.957** 
3.84 
3.25 
3.022** 
Camp 
2.75 
2.73 
0.128 
3 
2.7 
1.442 
2.86 
2.71 
0.704 
Categories: Experienced = experienced Aboriginal tourism in the past, Inexperienced = no previous 
experience with Aboriginal tourism; * p<0.05, **p<0.01 
Correlation analysis of an index of respondents' overall level of previous experience 
with Aboriginal tourism showed a low positive association of previous experience with the 
Feast (r = 0.118; p<0.05) and Camp (r = 0.199; p<0.01). As indicated by several t-tests 
(Table 3.6), higher interest in the Camp came from respondents who had previously 
participated in activities such as purchasing Aboriginal arts or cultural items or attending a 
performance of Aboriginal culture in Canada. Respondents were significantly more likely to 
be interested in the Feast if they had experienced an Aboriginal cultural performance in 
Canada in the past. 
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Table 3.6 Respondent experience with Aboriginal tourism and product interest 
Experienced 
activity 
Arts & crafts 
Performance of 
Aboriginal 
theatre, music 
or dance 
Museum or art 
gallery 
Aboriginal site 
Guided tour 
Stayed in 
Aboriginal 
community 
Experienced 
Inexperienced 
t value 
Experienced 
Inexperienced 
t value 
Experienced 
Inexperienced 
t value 
Experienced 
Inexperienced 
t value 
Experienced 
Inexperienced 
t value 
Experienced 
Inexperienced 
t value 
Feast 
3.37 
3.13 
1.834 
3.44 
3.17 
2.043* 
3.30 
3.19 
0.815 
3.35 
3.19 
1.324 
3.44 
3.23 
1.167 
3.54 
3.23 
1.555 
Rock Art 
3.38 
3.21 
1.313 
3.40 
3.25 
1.082 
3.34 
3.24 
0.765 
3.30 
3.31 
-0.042 
3.38 
3.29 
0.463 
3.23 
3.31 
-0.420 
Hike 
3.39 
3.25 
1.069 
3.31 
3.34 
-0.223 
3.30 
3.38 
-0.577 
3.24 
3.40 
-1.225 
3.54 
3.29 
1.328 
2.97 
3.37 
-1.888 
Camp 
2.97 
2.46 
3.645*** 
2.95 
2.62 
2.190* 
2.86 
2.52 
2.384* 
2.91 
2.59 
2.253* 
3.09 
2.68 
2.051* 
3.15 
2.69 
2.020* 
Categories: Experienced = experienced Aboriginal tourism in the past, Inexperienced = no previous 
experience with Aboriginal tourism; * p<0.05, **p<0.01, ***p<0.001 
3.9.2 Demographics 
Interest in the Feast (r = -0.167, p<0.01), Hike (r = -0.245, pO.01) and Camp (r = -
0.309, p < 0.01) decreased as the age of respondents' increased. There was a low positive 
association between higher educated respondents and the Hike (r =0.120, p < 0.05) as well as 
between female respondents and the Camp (t = -2.462, p<0.05). 
3.10 How would visitors like to experience Aboriginal tourism? 
Besides identifying popular features of Aboriginal tourism products for visitors to 
northern B.C., we also wanted to explore the type of experience visitors' preferred. Thirty-six 
percent of participants indicated a preference for an active and involved experience rather 
57 
than a relaxed and observational experience (15%; Table 3.7). However, when probed about 
specific types of involvement in activities, 40% preferred to see how arts and crafts are made 
in contrast to 27% who were interested in participating more actively. Similarly, 50% of 
respondents stated that they would rather watch drumming and dancing than participate 
(22%) and 32% preferred viewing cultural exhibits over participating in daily activities of 
Aboriginal life (30%). However, 34% preferred a guided vs. a self-guided experience (18%) 
and 41% indicated their interest in an in-depth conversation with an Aboriginal host as 
opposed to a casual conversation (19%). Thirty percent of respondents preferred canoeing 
and boating vs. walking and hiking (22%). Finally, 41% of respondents preferred their 
experience to focus on the local natural environment, 11% on culture. 
Table 3.7 Respondent preference regarding the nature of Aboriginal tourism experiences* 
Non-interactive 
Relaxed and observational (15%) 
See how arts & crafts are made (40%) 
See drumming & dancing (50%) 
Explore cultural exhibits (32%) 
Self-guided experience (18%) 
Casually speak with Aboriginal hosts (19%) 
Centred on culture (11%) 
Canoeing and boating (30%) 
Interactive 
Active and involved (36%) 
Make arts & crafts yourself (27%) 
Participate in drumming & dancing (22%) 
Participate in daily activities of traditional 
Aboriginal life (30%) 
Guided tour (34%) 
Opportunity to have one-on-one 
conversations with Aboriginal hosts (41%) 
Centred on the local natural environment 
(41%) 
Walking and hiking (22%) 
*Percentages are out of 100% of responses with neutral responses omitted from this table 
3.11 Discussion 
This study attempted to identify interest in different types of Aboriginal tourism 
products, ranging from highly active and engaged experiences and activities to more 
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observational and passive experiences. In our discussion, we bring together our perspectives 
as co-authors and non-native researchers with that of Tl'azt'en Nation member and 
researcher Amelia Stark. 
3.11.1 Visitor's preferred products 
Our results indicate a great interest in the natural environment, with culture as a 
secondary interest, by visitors to northern B.C. Although the two top-ranked products, the 
Hike and the Rock Art, have cultural components, their focus is also on experiencing the 
natural environment (guided hike, boat tour). With respect to individual features of 
Aboriginal tourism products, interest in Aboriginal tourism activities, topics and experiences 
ranked behind nature features (Table 3.4). Consequently, it may be argued that interest in 
Aboriginal tourism is not the foremost preference for visitors to northern B.C. This position 
is supported by other studies (Ryan and Huyton, 2000a, 2000b; Mcintosh, 2004). It is not an 
uncommon finding that visitors interested in Aboriginal tourism also have a strong interest in 
nature and outdoor experiences. Chang, Wall and Chu (2006), Moscardo and Pearce (1999) 
and Ryan and Huyton (2000a) all document interest in nature as one of the top three features 
of interest by cultural tourists. 
While these findings may suggest that Aboriginal tourism product development in 
northern B.C. should be focused on rather short, nature/culture-centred experiences, this 
finding needs to be interpreted in light of our sample. By virtue of where we surveyed, our 
sample primarily included independent self-drive tourists who often travel with a particular 
itinerary, travel route or destination in mind and are likely to stop at Visitor Information 
Centres to help with the finer details of travel. Regardless of respondents' stated interest in 
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Aboriginal tourism, Aboriginal culture was not expected to be a priority for their current trip. 
In contrast, visitors on organized package tours who have an interest in Aboriginal culture, 
particularly those from other countries, may be less likely to drop in at visitor information 
centres. In addition, although ranked second, Aboriginal tourism related activities, topics and 
experiences still ranked strongly and dominated ranks two and three of interest ratings (Table 
3.4). 
From a Tl'azt'en perspective, the interest in natural experiences as well as the high 
ranking of the Hike and Rock Art products is not undesirable. At this point, the Hike (or 
products similar to this) appears to be the most feasible product for the community to 
develop and offer to tourists. There are few logistical challenges involved with this product 
and Tl'azt'enne have a rich history to tell and scenic terrain suitable for trail and view point 
development. Furthermore, this product could facilitate involvement of younger members of 
the community in tourism development as they could train as tour guides and participate in a 
product that requires them to learn about the environment and outdoors. Tl'azt'en Elders are 
also very knowledgeable in the use of various plants, an attribute that could quite easily be 
incorporated into an interpretive nature walk. Lastly, the product could be offered outside of 
the villages on the surrounding traditional territory, which may reduce some potential direct 
impacts on the community. 
3.11.2 Potential markets for Aboriginal tourism 
Despite a primary interest in nature, our results do indicate an interest in Aboriginal 
culture by almost half the sample. In particular, 45% of respondents were interested in the 
Feast and 33% in the Camp. With one third of respondents demonstrating interest in culture 
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but with nature as the primary feature of interest, there appears to be a market in northern 
B.C. for tourism products that combine culture and nature in one product (Lang Research, 
2000; Research Resolutions & Consulting Ltd, 2001; Ryan and Huyton, 2000a). Nationwide 
the dual track market was estimated at 1.8 million Canadian travelers and 1.9 million 
American travelers in 1999 (BearingPoint LP, Goss Gilroy Inc. and Associates, 2003). Based 
on estimated traveler numbers and accessibility, this market segment seems very appealing. 
However, targeting the dual track market involves challenges, including the presentation of 
Aboriginal culture as a value-added product. Research suggests that offering an Aboriginal 
experience as an add-on feature should be carefully considered as it may jeopardize 
authenticity (Ryan and Huyton, 2000a; Sofield and Birtles, 1996). However, if Tl'azt'enne 
themselves offer a blended nature-culture product, such as the Hike, loss of authenticity may 
be reduced. 
The dual track market is not the only market that may be considered as 10% of our 
sample consists of those who may be described as travelers who seek a deeper understanding 
and a more in-depth experience of Aboriginal culture. These respondents had stayed in an 
Aboriginal community in the past, indicated high interest in personal contact with Aboriginal 
community members, in active participation in traditional activities as well as in the Camp 
product. Similar research results were obtained by Notzke (2004: 42) in southern Alberta, 
Canada, where she found that approximately 8% of travelers of an opportunistic sample 
"underwent intensive Aboriginal-focused travel experiences". This culture-focused segment 
of our sample has many similarities with a market sector described by previous research (the 
'culture only' market), which identified a small percentage of affluent travelers interested in 
pursuing in-depth cultural experiences (Research Resolutions & Consulting Ltd, 2001). 
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However, it has also been claimed that only about 4% of this market are inclined to travel to 
Canada's north (Research Resolutions & Consulting Ltd, 2001) ~ limiting the potential 
feasibility of this segment for northern First Nation communities. Further analysis of the data 
collected in this study may provide deeper insight into the composition of the market for 
Aboriginal tourism in northern B.C. 
3.11.3 Visitor interest in contact with Aboriginal hosts 
While selecting a target market is important for product development, it is also 
critical to determine the level, type and nature of contact between hosts and guests. 
Communities need to assess the level of contact and involvement in tourism that they feel 
comfortable with and that does not compromise their cultural values (Fuller, Caldicott, 
Cairncross and Wilde, 2007; Sofield and Birtles 1996). Tl'azt'enne are currently involved 
with a companion study conducted under the CURA research umbrella designed to help the 
community clarify their preferences (H. S. Hartman, personal communication, April 25, 
2008) that can then be combined with our study. From a market perspective, our study found 
a disconnect between respondents' perspectives. Despite the majority's interest in active 
participation in tourism experiences, when questioned about being involved in traditional 
activities, such as drumming and dancing, most respondents preferred to be observing (Table 
3.7). In support of this, Mcintosh (2004: 12) noted that, although tourists may state interest in 
informal contact with Aboriginal hosts and deeper involvement in their 'ethnic' experience, 
this must be taken with a grain of salt as tourism experiences themselves often are of "brief 
and rather superficial nature". 
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Correspondingly, we found considerable interest by respondents in a personal, one-
on-one conversation with Aboriginal hosts, comparable to Notzke's (1998) research in 
Canada's western Arctic where tourists reported high levels of interest in learning about the 
environment from their native hosts. Similarly, other research has found that tourists 
appreciate and seek informal contact with Aboriginal hosts (Mcintosh, 2004; Moscardo and 
Pearce, 1999; Notzke, 2004; Ryan and Huyton, 2000a; 2002). However, the level of contact 
sought by tourists appears to differ based on travelers' individual preferences (Moscardo and 
Pearce, 1999; Ryan and Huyton, 2000a) and cannot be assumed to be standard among 
tourists (Mcintosh, 2004; Ryan and Huyton, 2000a). This issue requires further exploration 
through detailed research on visitors' level of comfort in interacting with Aboriginal hosts 
(Zeppel, 1997). 
The two products in this study that would require Tl'azt'enne to welcome visitors into 
their community are the Feast and the Camp. These two products have great potential for 
Tl'azt'enne to share their culture. However, after a trial run of a product similar to the Camp 
in the summer of 2007, many in the community indicated that it may be too demanding for 
them, and especially the Elders, to have tourists on-site on a daily basis. It is therefore quite 
possible that the community decides that products such as these may best be offered only on 
a special event basis. 
3.11.4 Visitor interest based on previous experience with Aboriginal tourism 
Respondents' level of previous experience with Aboriginal tourism in Canada was 
positively correlated with their interest in more in-depth Aboriginal tourism experiences. 
This finding may be interpreted as a sign that visitors need a type of introductory experience 
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to Aboriginal culture in order to later engage in in-depth cultural experiences. This link 
between previous experience and level of interest in Aboriginal tourism is supported by 
Moscardo and Pearce (1999) and Pettersson (2002). This result could hold important 
implications for the segmentation of the Aboriginal tourism market, as many common market 
analysis approaches to segmentation have provided only limited insight into reasons for 
travelers' demand for Aboriginal experiences (Notzke, 2006; Ryan and Huyton, 2000b). For 
operators in northern British Columbia and elsewhere, this may imply that there is a need to 
focus on marketing to repeat visitors when providing a more in-depth experience of 
Aboriginal tourism. For Tl'azt'enne, the community is currently leaning towards the 
development of a product featuring an introductory tourism experience, such as the Hike. If, 
however, the community considers developing a more in-depth experience such as a the 
Camp, Tl'azt'enne may want to engage in joint marketing with other regional Aboriginal 
tourism operators already providing an introductory experience. 
3.12 Conclusion 
Tl'azt'enne have a wealth of natural features and a rich culture that could serve as the 
basis for several tourism products. However, developing a tourism industry that is sustainable 
requires deep understanding of tourists' interests. Maintaining control and ownership in 
tourism development will minimize potential negative impacts on the community and allow 
Tl'azt'enne to determine what aspects of their culture they will share. 
Although travelers to northern B.C. may express primary interest in the natural 
environment, Aboriginal culture is a strong secondary interest, providing promising 
opportunities for Tl'azt'enne to develop blended nature-culture products in keeping with 
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their cultural traditions. For the small (10%) proportion of the travelers interested in a more 
culture-intensive experience, products like the Feast and Camp may be ideal. We also found 
that visitors may need an introductory experience before they become more interested in 
more in-depth experiences. Thus Tl'azt'enne may choose between offering an introductory 
experience to tourists such as a cultural centre or museum that people can stop at along the 
highway or an in-depth Aboriginal cultural experience such as a cultural camp. 
Tl'azt'en Nation will need to decide which type of experience they may want to offer 
based on the level of interaction they want to seek with tourists. This will depend on how 
deeply Tl'azt'enne want to be involved in the everyday activities of tourism business. Based 
on this decision, the appropriate market can be accessed; potential markets include the dual 
track- or culture-only market. All four potential products presented in this paper provide 
models of tourism experiences that could be offered to either the dual track- or culture-only 
markets after fine tuning. However, before any tourism development can happen, the 
community needs to assess the level of tourism development they feel comfortable with and 
that is realistic for community members to achieve. Working in a community-university 
research alliance, the community has taken the first steps towards tourism development — 
aided, but not determined, by a partnership between community and university researchers. 
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CHAPTER 4 
AN INVESTIGATION INTO KEY MARKET SEGMENTS FOR ABORIGINAL 
TOURISM IN NORTHERN BRITISH COLUMBIA, CANADA3 
4.1 Abstract 
Aboriginal tourism is increasingly seen as a strategy for economic diversification by 
many Aboriginal communities. While demand for Aboriginal tourism experiences in North 
America has been demonstrated, little is known about visitor product preferences. This 
information is needed however by Aboriginal tourism business entrepreneurs and operators 
in order to manage for the long-term profitability of their businesses. Using a psychographic 
segmentation methodology, we surveyed visitors to northern British Columbia who 
expressed an interest in Aboriginal tourism, to explore their interest in specific features of 
potential Aboriginal tourism products. Three distinct clusters were identified as the Culture 
Seekers, the Nature-Culture Observers and the Sightseers. The first two segments appear to 
hold the strongest potential for rural First Nation communities. In the end, which segment to 
target and which marketing channels to use will depend on each First Nation's level of 
comfort in interacting with visitors and how much of their culture they are willing to share 
with tourists. 
4.2 Introduction 
Aboriginal tourism is a niche market of the tourism industry which has received 
increasing discussion and publicity worldwide over the last decade (e.g. Mcintosh, 2004; 
3
 Kutzner, D. and Wright, P.A (Forthcoming). An investigation into key market segments for Aboriginal 
tourism in northern British Columbia, Canada. Journal of Vacation Marketing. 
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Notzke, 2004). Tourism is seen as a tool capable of generating "cross-cultural understanding" 
(Butler and Hinch, 1996, p. 61), while at the same time creating economic development and 
well-being for communities (Altman, 1989; Mcintosh, 2004). Thus, this industry is seen as 
one that holds enormous potential for the economic diversification of remote, rural 
Aboriginal communities in North America and elsewhere (BearingPoint LP, Goss Gilroy and 
Associates, 2003; Loverseed, 1998; Research Resolutions & Consulting Ltd, 2001; Williams 
and Dossa, 1996). Although not without potential pitfalls, Aboriginal tourism is seen as 
development which has the potential for indigenous peoples to foster and revive their culture 
(Butler and Hinch, 1996; Greathouse-Amador, 2005; Gruenewald, 2002). 
With downturns in other economic sectors and Aboriginal tourism on the rise, many 
First Nations in British Columbia, particularly those with resource-based economies, have 
expressed interest in tourism development. Among these is Tl'azt'en Nation, a small 
community located near Fort St. James in North central B.C. (Figure 1). Tl'azt'enne have 
considered tourism development for several years, however, while some information on the 
broader Aboriginal tourism market is available, it provides little detail for Aboriginal tourism 
entrepreneurs and operators in the rural north of British Columbia upon which to base their 
product development and marketing strategies (Mcintosh, 2004; Notzke, 2006; Zeppel, 2002). 
This study attempts to begin filling this knowledge gap by pursuing two objectives: (1) to 
segment the market for Aboriginal tourism in northern British Columbia based on visitors' 
interest in features of Aboriginal tourism products such as drum making, learning about 
Aboriginal ways of living off the land, animal tracking and fishing; and (2) to identify those 
market segments with the strongest potential for rural First Nation communities such as 
Tl'azt'en Nation using a psychographic or lifestyle segmentation methodology (Lawson et al., 
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1996). In the hope of providing information for practical application, we suggest a variety of 
potential marketing strategies that may assist operators in reaching the resulting market 
segments. 
4.3 Case study description 
In 2003, Tl'azt'en Nation began a Community-University Research Alliance (CURA) 
with the University of Northern British Columbia (http://cura.unbc.ca), funded by the Social 
Sciences and Humanities Research Council of Canada (SSHRC). The research study 
presented in this paper was conducted under the umbrella of this alliance. CURA strives to 
"effectively engage in culturally and ecologically sustainable natural resource management, 
and to enhance the capacity of UNBC researchers and their students to effectively contribute 
to First Nation community needs through collaborative research" (Tl'azt'en Nation and the 
University of Northern BC CURA, 2007). The principles by which this research project 
operates ensure that Tl'azt'enne are fully involved in the research. In particular, Tl'azt'enne 
help define the research questions to be studied, co-manage each research project, are 
employed as research assistants and managers alongside graduate students, and have full 
authority over the sharing of results. Adhering to these principles, the information gathered in 
this study is provided to Tl'azt'en community members as updates become available, shared 
in the form of community presentations and workshops. While this research project focuses 
on researching viable markets for which Tl'azt'en might design tourism products, a 
companion project also conducted under CURA is currently underway to explore the benefits 
and potential impacts of tourism development on Tl'azt'enne (Hartman, in preparation). 
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Together, these studies will provide information to assist Tl'azt'enne in deciding whether 
they wish to pursue tourism and in what shape or form. 
Tl'azt'en traditional territory is situated in the northern interior of British Columbia, 
approximately 60 kilometres northwest from Fort St. James (Figure 1). In 2007, there were 
1,500 registered community members with 539 members living on reserve in three small 
communities (Tache, Binche, and Dzitl'ainli) and 937 registered individuals living off 
reserve (Department of Indian Affairs and Northern Development, 2007). Forestry has been 
the main economic base for Tl'azt'en Nation and to date still provides the majority of 
employment on the reserve although economic downturns in the forestry sector abound. 
Tl'azt'enne also operate several small enterprises including: two corner stores, a cement 
plant, and 45 lakeshore lease lots. However, unemployment on the reserve remains high 
(Wilkerson and Baruah, 2001). Recognizing the natural beauty of their territory the members 
of Tl'azt'en Nation have shown great interest in the diversification of their economic base 
through tourism. However, they made it clear in the beginning of this project that they desire 
to focus on tourism development that applies tourism as a means to sharing their culture and 
educating others about traditional ways of living off the land. 
Tourism development in this area is not without challenges. The community is 
located several hours off of the main highway and travel in and around Tl'azt'en territory is 
primarily on gravel logging roads with few 'loop' opportunities. Recreational activities are 
largely informal and unorganized. Although there are no dominating natural features (i.e. 
spectacular mountain backdrops) that might work as tourism draws, the area is endowed with 
thick sub-boreal spruce forest and an abundance of rivers, streams, lakes and wetlands. Stuart 
Lake is particularly popular for its natural fish stocks and sandy beaches. Unique but 
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undeveloped features of the territory include historic pictographs on the north shore of Stuart 
Lake, traditional trails and reconstructed pit houses. In addition, many Tl'azt'enne continue 
traditional practices and have made significant efforts in teaching youth both language and 
culture. Nearby, in the community of Fort St. James, Parks Canada operates the Fort St. 
James National Historic Site. A number of small fishing and hunting lodges operated by non-
Aboriginal people are situated in the surrounding area. However, the local tourism 
infrastructure is limited and would need significant expansion in order to sustain a viable 
tourism industry. 
figure 4.1 Map of some potential tourism features in Tl'azt'en territory 
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Tourism development in this area is not without challenges. The community is 
located several hours off of the main highway and travel in and around Tl'azt'en territory is 
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primarily on gravel logging roads with few 'loop' opportunities. Recreational activities are 
largely informal and unorganized. Although there are no dominating natural features (i.e. 
spectacular mountain backdrops) that might work as tourism draws, the area is endowed with 
thick sub-boreal spruce forest and an abundance of rivers, streams, lakes and wetlands. Stuart 
Lake is particularly popular for its natural fish stocks and sandy beaches. Unique but 
undeveloped features of the territory include historic pictographs on the north shore of Stuart 
Lake, traditional trails and reconstructed pit houses. In addition, many Tl'azt'enne continue 
traditional practices and have made significant efforts in teaching youth both language and 
culture. Nearby, in the community of Fort St. James, Parks Canada operates the Fort St. 
James National Historic Site. A number of small fishing and hunting lodges operated by non-
Aboriginal people are situated in the surrounding area. However, the local tourism 
infrastructure is limited and would need significant expansion in order to sustain a viable 
tourism industry. 
4.4 Identifying target markets 
In order for tourism to be sustainable, it is important for operators to understand their 
target market fully (Mcintosh and Ryan, 2007), develop tourism products matching demand, 
and design their marketing strategies to communicate to their audience most efficiently 
(Mcintosh, 2004; Petterson, 2002; Ryan and Huyton, 2000). Over the last ten years, several 
Aboriginal tourism market reports have been produced by tourism and governmental 
organizations worldwide in an effort to define the demand for Aboriginal tourism (Australian 
Tourist Commission, 2003; BearingPoint LP et al., 2003; Kutzner, Maher, and Wright, 2007; 
Lang Research, 2001; PWC Consulting, 2002; Research Resolutions & Consulting Ltd, 
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2001; Tourism Research Australia, 2007). Most of these reports have applied mainly 
geographic, demographic and some macro-level psychographic segmentation (e.g. 
BearingPoint LP et al., 2003). One market segment derived from these analyses that has 
repeatedly been highlighted and recommended especially for Aboriginal tourism in northern 
regions of Canada is the 'dual track' market (BearingPoint LP et al., 2003; Lang Research, 
2001; Research Resolutions & Consulting Ltd, 2001). This market segment comprises those 
travelers who have participated in an Aboriginal tourism experience over the last two years 
as well as in at least one of a range of outdoor activities likely to be offered by Canada's First 
Nation communities, including wildlife viewing, hiking, fishing, whale or bird watching and 
the like (Research Resolutions & Consulting Ltd, 2001). The European market is another 
segment that has often been emphasized as being a highly promising niche market for 
Aboriginal tourism operations (BearingPoint LP et al., 2003; Lang Research, 2001; PWC 
Consulting, 2002; Research Resolutions & Consulting Ltd, 2001; Williams and Dossa, 1996). 
However, additional research is needed to identify the depth of European travelers' interest in 
Aboriginal tourism as well as the types of experiences they demand (Notzke, 2006). 
Marketing researchers have increasingly seen the need to adapt to the sophistication 
of today's personalized consumer market (Gonzalez and Bello, 2002). Visitors' interests are 
part of their lifestyle and while demographics are easily quantified and can be used for 
segmentation, studies in consumer behaviour and marketing have found that lifestyle 
information, from research into visitors' activities, interests and opinions (AIO), can add to a 
better, more in-depth understanding of a consumer base (Plummer, 1974; Todd and Lawson, 
2001; Vyncke, 2002). The application of this method, also coined psychographic analysis, 
has been found especially useful for research on products and services in which consumers 
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are highly involved, such as in the tourism industry (Hudson, 2005; Mitchell, 1994; Schul 
and Crompton, 1983). While the market analyses describing segments of the Aboriginal 
tourism market have produced general profiles of the sociodemographic characteristics and 
define broad interests of the Aboriginal tourism traveler, few have attempted to segment the 
market on a finer level such as their interest in features of Aboriginal tourism products 
(Mcintosh, 2004; Notzke, 2006). 
There are only a few selected studies available on Aboriginal tourism market 
segmentation applying techniques based on lifestyle or psychographic variables (Chang, 
Wall and Chu, 2006). Applying conjoint analysis, Chang, Wall and Chu (2006), Ryan and 
Huyton (2000) and Moscardo and Pearce (1999) attempted to segment the Aboriginal 
tourism market based on variables related to visitor activities, interests and opinions. Distinct 
clusters of tourists were found in each of these studies; however, all of them were performed 
outside of Canada and in very different cultural settings (i.e. the survey of domestic tourists 
at two Aboriginal tourism sites in Taiwan by Chang, Wall and Chu 2006). In our study, we 
attempt to build upon and expand the research on Aboriginal tourism market segmentation 
and contribute to a better understanding of this market in northern British Columbia, Canada. 
Applying a lifestyle or psychographic segmentation methodology, we seek to contribute 
essential information for the identification of potential target markets for the Tl'azt'en Nation, 
and for other Aboriginal tourism operators in the region. 
4.5 Methods 
A self-administered questionnaire was developed based on a detailed literature review 
of Aboriginal tourism features identified in previous research, twelve in-depth interviews 
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with Aboriginal tourism stakeholders of northern British Columbia from various 
backgrounds (tourism officials, operators and academics) and in cooperation with our 
partners from Tl'azt'en. Areas of inquiry included visitors' previous visits to B.C., their 
knowledge about the Aboriginal people of British Columbia, and their information search for, 
as well as previous experience with, Aboriginal tourism. Respondents were asked to rank 
their interest in 31 Aboriginal tourism related activities, topics and experiences on a 5-point 
Likert scale ranging from not at all interested (1) to very interested (5). These 31 features 
were derived from the literature review and in-depth interviews (Table 1). In this study, we 
focused only on the first two psychographic dimensions of lifestyle analysis: visitors' 
interests and preferred activities regarding Aboriginal tourism product features, in order to 
keep the length of the questionnaire manageable for respondents. The questionnaire 
concluded with questions regarding respondent travel behaviour and socio-demographic 
information. 
Table 4.1 Thirty-one features of Aboriginal tourism identified in previous research and in-
depth interviews 
Activities 
Birch basket weaving 
Drum making 
Drumming 
Storytelling 
Woodcarving 
Painting / drawing 
Trapping 
Outdoor survival 
Animal tracking 
Edible plants 
Traditional cooking 
Traditional housing 
Fishing 
Topics 
Animal & plant life of the region 
Ancient rock paintings 
Traditional foods 
Drumming & dance performances 
Demonstrations by artisans 
Belief systems 
History 
Stories and legends 
Today 
Experiences 
Overnight stays 
Learning 
Multiday camps (families) 
Scenic landscapes 
Archaeological finds 
Multiday camps (adults) 
Guided tours 
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Preparing fish 
Preparing moose hides 
Prior to the beginning of data collection, we pre-tested the questionnaire to assess its 
validity and reliability with ten visitors at our survey location, the visitor information centre 
in the city of Prince George, British Columbia. Following this test and several modifications 
to the questionnaire, we began surveying travelers at the same visitor information centre as it 
serves as a gateway for visitors traveling to the north, west and east. The survey period lasted 
from mid-June of 2007 to mid-September. At the beginning we also surveyed visitors at the 
Fort St. James National Historic Site but this location was abandoned shortly after due to 
insufficient visitor numbers (only 7% of surveys came from this location). The survey was 
available to visitors in English and German as this is the primary author's first language and 
Prince George receives a high percentage of European traffic (Tourism British Columbia, 
2005). Survey days were selected based on a stratified random sample. Statistical records of 
the visitor information centre were used to divide the sample population of about 10,000 
visitors into two strata. The strata were necessary as, each year, the visitor center observes a 
decline in visitor numbers by about 60% during the month of September. As a result we drew 
60% more sample days for this month in order to represent both early and late traveler groups 
equally in the sample. Survey times (morning/afternoon/evening) were drawn randomly for 
the sample days. While surveying, we approached visitors on a next available basis as they 
were leaving the visitor information center and with a screening question regarding their 
interest in Aboriginal tourism type experiences. At the end of the surveying period, 337 
questionnaires were found suitable for data analysis. Twenty-seven percent of approached 
visitors were not interested in Aboriginal tourism. Of those interested, 40% declined from 
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filling out the questionnaire due to time constraints, resulting in a response rate of 60%. The 
data were analyzed using SPSS version 15.0 (SPSS Inc, 2006). 
Upon data entry, responses were examined for significant differences based on visitor 
product purchase likelihood and interest in features of Aboriginal tourism products, as well 
as demographics, including visitor origin, age and education. A cluster analysis was then 
conducted on the 31 features of Aboriginal tourism products covering activities, topics and 
experiences. The primary objective of cluster analysis is to define the structure of the data by 
forming groups of the most similar observations in a data set (Hair, Black, Babin, Anderson 
and Tatham, 2006). The variables were first placed into a hierarchical cluster analysis using 
Ward's method as the clustering algorithm and squared Euclidean distance as the distance 
measure between data points. Ward's method aims to minimize the increase in total sum of 
squares within the clusters summed over all variables (Hair, et al., 2006). Although 
susceptible to outliers, this method is more likely to produce clusters with a similar number 
of observations (Hair, et al., 2006). After deleting four outliers and re-running the model, the 
agglomeration schedule suggested that there were three distinct clusters. A k-means 
clustering approach was used to examine a two, three and five cluster solution, which 
resulted in the confirmation of the three cluster solution as the one with the clearest 
interpretation. Stepwise discriminant analysis with cluster membership as the grouping 
variable and visitors' interest in product features as the independent variables was then used 
to identify those factors that discriminated most clearly between respondents. Finally, we 
analyzed to determine if distinct differences existed between the three clusters using t-tests, 
ANOVAs and Chi-square tests. Post hoc tests in the ANOVA designs were conducted using 
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the Games-Howell procedure, which is most powerful and reliable in ANOVA designs when 
population variances or sample sizes are unequal (Field, 2005). 
4.6 Study findings and discussion 
Corresponding to the research objectives, the research will be presented in two main 
sections. The first section presents an overview of our study sample, the three identified 
clusters and their main differences and similarities. This is followed by a discussion of the 
attractiveness of each cluster as a target market for rural First Nation communities of 
northern B.C. 
4.6.1 Respondent profile 
Our study sample strongly resembles those reported in other studies on Aboriginal 
tourism, which frequently describe the Aboriginal tourism traveler as a well-educated and 
older traveler (Notzke, 2006; Zepple, 2002; Table 2). The sample was skewed towards older 
respondents (64% were 45 years or older). Fifty-four percent of respondents indicated 
completion of post-secondary education. The majority of participants were from North 
America (Canada 36%; USA 20%). Europeans made up one third of the sample (33%) with 
most from Germany (13%) or the UK (7%). Of those surveyed, most visitors had previously 
been to northern British Columbia (61%) and spent an average of 12 days in northern B.C. on 
their trip. Adult couples were the dominant travel party. Fifty-four percent of respondents 
traveled by car and 26% by recreational vehicle (RV). 
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Table 4.2 Comparison 
Variable 
Country of origin 
Age (largest age 
group) 
Gender 
Primary purpose 
Education 
of visitor statistics to other regiona 
Current study 
Canada 
55-64 
Equally distributed 
Leisure 
Technical college 
or university 
courses 
Notzlce (2006) 
Canada 
N/A 
N/A 
N/A 
Post-
secondary 
education 
study results* 
Zeppel (2002) 
Overseas 
40-49 
Female 
N/A 
College or 
university 
degree 
Tourism British 
Columbia (2005) 
Canada 
55-64 
N/A 
Leisure 
College or 
university degree 
For each study, the category with the most responses is indicated. 
4.6.2 Interest in Aboriginal tourism activities, topics and experiences 
We asked participants to rank 31 individual features of Aboriginal tourism products, 
which were subdivided into activities, topics and experiences. While most features received 
strong support overall, for summary purposes we have presented only the three top-ranked 
features for each category (Table 3). For activities, visitors were very interested in: 
'woodcarving', 'collecting plants to eat' and 'outdoor survival'. Regarding Aboriginal 
tourism related topics, respondents were very interested in the 'animal and plant life of the 
region', 'stories and legends of Aboriginal culture', and 'Aboriginal history post-European 
contact'. Finally, regarding Aboriginal tourism experiences, the three top-ranked features 
were 'taking photos of scenic landscapes or wildlife', 'demonstrations by artisans of 
artefacts', and 'drumming and dance performances'. 
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Table 4.3 Mean interest rating of Aboriginal tourism features 
Activities 
Most favourite 
Woodcarving 
Collecting plants to eat 
Outdoor survival 
Topics 
Most favourite 
Animal & plant life of the region 
Stories and legends of Aboriginal culture 
Aboriginal history post-European contact 
Experiences 
Most favourite 
Taking photos of scenic landscapes or wildlife 
Demonstrations by artisans of artefacts 
Aboriginal drumming and dance performances 
Mean* 
3.98 
3.90 
3.90 
4.09 
4.00 
3.95 
4.06 
3.86 
3.82 
sd 
0.993 
0.990 
0.973 
0.834 
0.893 
0.891 
0.904 
0.876 
1.145 
*Each feature was measured on a five-point scale where 1 = not at all interested and 5 = very 
interested. 
4.6.3 Potential market segments 
The k-means cluster analysis on the 31 features of Aboriginal tourism products (Table 
1) resulted in three distinct clusters with 88, 144 and 32 members respectively. Results of the 
discriminant analysis indicated two significant variates distinguishing the three clusters. The 
first variate accounted for 93% of the variance and the second variate for the remaining 7%. 
Variables with a discriminant loading above ± 0.4 were included in the interpretation (Hair et 
al., 2006). The first variate separated Cluster 1 (n = 88) from Clusters 2 (n = 144) and 3 (n = 
32) with the variable 'traditional cooking' (0.444) contributing the most to the variate. For 
the second variate, the highest discriminant variable was 'an overnight stay in traditional 
Aboriginal housing' (-0.483); this variate distinguished Cluster 2 from Cluster 3. 
Based on all variables included in the discriminant analysis, 98% of the cases could 
be correctly classified. The three clusters were labelled 'Culture Seekers', 'Nature-Culture 
Observers' and 'Sightseers' based on their distinctive characteristics. In order to establish a 
83 
detailed profile of each cluster, we examined each cluster based on sociodemographic and 
travel behaviour variables (Table 4). This was followed by a closer look at the clusters' level 
of prior experience with Aboriginal tourism (Table 5). Clusters differed significantly from 
each other regarding respondent origin, age, primary purpose of travel, and composition of 
travel party. The following section will discuss each cluster in turn. 
4.6.3.1 The Culture Seekers 
The first cluster scored highest on features directly related to Aboriginal tourism and 
cultural experiences such as learning about Aboriginal ways of living off the land, Aboriginal 
stories and legends, traditional food, outdoor survival, collecting edible plants and traditional 
cooking, staying overnight in traditional Aboriginal housing and participating in a cultural 
camp over several days. As a result, we labelled this group as the Culture Seekers. The 
Culture Seekers consisted primarily of visitors from Canada (Table 4). Couples, and family 
and friends without children were the dominant travel parties. Members of this cluster were 
significantly younger than visitors in clusters 2 and 3, and there were slightly more female 
than male visitors in this group (Table 4). 
4.6.3.2 The Nature-Culture Observers 
This group showed genuine interest in a variety of Aboriginal topics such as 
traditional food, collecting edible plants, learning about flora and fauna, learning about 
Aboriginal ways of living off the land, Aboriginal history and current life, Aboriginal belief 
systems, and stories and legends. However, members of this cluster did not rank culture 
features as high as the Culture Seekers and appeared to have a greater interest in features 
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related to nature. They were neutral about features such as a multi-day camp and those 
requiring more active participation such as making drums and fishing, or the preparation of 
fish. As a result of their preference to be observing rather than doing and their interest in the 
natural environment as well as cultural experiences, this group was labelled the Nature-
Culture Observers. 
Members of the Nature-Culture Observers were significantly older than the Culture 
Seekers and the majority were visiting from Europe with about one third from Canada. Most 
visitors in this cluster were traveling for leisure purposes. Traveling couples were the 
dominant travel party. There were almost equal numbers of male and female travelers in this 
group (Table 4). 
4.6.3.3 The Sightseers 
Members of the third cluster ranked preferences for all Aboriginal tourism product 
features the lowest of all three clusters. The only feature they showed interest in was taking 
pictures of scenic landscapes, which led us to label them as the Sightseers. Visitors included 
in this group were neither interested in staying overnight in traditional Aboriginal housing or 
a multi-day cultural camp, nor in hands-on activities such as fishing, birch basket weaving, 
preparing moose hides or drum making. 
The Sightseers were significantly older than the Culture Seekers. Thirty-nine percent 
were between 35 and 54 years of age (Table 4). The majority of visitors in this group came 
from Canada, followed by visitors from Europe and the USA. The most common reason for 
their current trip was leisure. There were equal numbers of male and female visitors in this 
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cluster and the dominant travel parties in this group were family groups traveling with 
children, and adult couples (Table 4). 
Table 4.4 Sociodemographic and travel characteristics of clusters 
Variable 
Country of origin" 
Canada 
USA 
Europe 
Other 
Age" 
18-24 
25-34 
35-44 
45-54 
55-64 
65 and over 
Gender (male: female) 
Primary purpose" 
Leisure 
Visiting friends & family 
Work 
Other 
Travel Partyb 
Traveling alone 
Adult couple 
Family & friends with children 
Family & friends without children 
Culture Seekers 
Cluster 1 
(n = 88) 
% 
54 
16 
25 
5 
(n = 86) 
21 
16 
13 
21 
21 
8 
4 5 : 5 5 
(n = 75) 
63 
16 
7 
15 
(n = 87) 
14 
40 
16 
30 
Nature-Culture 
Observers 
Cluster 2 
(n = 144) 
% 
30 
26 
40 
4 
(n = 144) 
8 
14 
15 
19 
21 
13 
53 :47 
(«=121) 
74 
13 
7 
5 
(n = 144) 
8 
65 
16 
11 
Sightseers 
Cluster 3 
(n = 32) 
% 
36 
25 
32 
7 
(« = 31) 
3 
10 
19 
19 
23 
26 
50 :50 
(« = 31) 
90 
7 
0 
3 
(« = 32) 
6 
41 
44 
9 
aChi-square indicated significant differences, p<0.05 
bChi-square indicated significant differences, pO.OOl 
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4.7 Cluster performance on prior experience with Aboriginal tourism, experience 
preference, product interest and information sought 
Although sociodemographic differences were found among the three clusters, the 
focus of this study was to describe market segments based on visitor interests regarding 
Aboriginal tourism. The next three sections describe how the clusters compare regarding 
their level of prior experience with Aboriginal tourism, their preference regarding the nature 
of an Aboriginal tourism experience and their search for Aboriginal tourism information 
prior to their trip. 
4.7.1 Prior experience with Aboriginal tourism 
Visitors' past experience with Aboriginal tourism products has been found to be 
linked with greater interest in Aboriginal tourism experiences in other research (i.e., 
Moscardo and Pearce, 1999). Our questionnaire sought to confirm this by inquiring about 
visitors' self-reported prior knowledge about Aboriginal people in B.C., experience with 
Aboriginal tourism and intent to participate in Aboriginal tourism on their current trip. 
Comparing the three clusters on these variables we found that the Culture Seekers had an 
average of 3 previous experiences of Aboriginal tourism and an average of 2 Aboriginal 
tourism site visits or events planned on their current trip, a score which was significantly 
higher than those of the other two clusters (Table 5). 
The Nature-Culture Observers reported knowing significantly less about the 
Aboriginal people of B.C. and had significantly less experience with Aboriginal tourism than 
the Culture Seekers. However, they had an average of 2 prior experiences with Aboriginal 
tourism, which was significantly higher than that of the Sightseers. The Sightseers' 
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experience with Aboriginal tourism, knowledge of Aboriginal people in B.C., and intent to 
experience Aboriginal tourism was lowest across all groups (Table 5). 
Table 4.5 Mean values of clusters' familiarity with and desire to experience Aboriginal 
tourism 
Variable 
Prior knowledge of Aboriginal 
people in B.C." 
Prior experience with 
Aboriginal tourismb 
Intention to experience 
Aboriginal tourism0 
Culture 
Seekers 
(Cluster 1) 
(n = 88) 
3.2 
3.0 
2.1 
Nature-
Culture 
Observers 
(Cluster 2) 
(n = 144) 
3.7 
2.0 
1.4 
Sightseers 
(Cluster 3) 
(n = 32) 
3.8 
1.2 
1.1 
Games-
Howell 
Test 
2>1 
3>1 
1>2 
1>3 
2>3 
1>2 
1>3 
P 
0.003 
0.017 
0.000 
0.000 
0.028 
0.001 
0.001 
"Where 1 = quite a lot of knowledge and 5 = no knowledge. 
ANOVA indicated significant differences, p<0.01. 
''Number of experiences. 
cNumber of planned visits to aboriginal tourism sites on this trip. 
b c
 ANOVA indicated significant differences, p<0.001. 
4.7.2 Preference regarding the nature of Aboriginal tourism experiences 
It has been argued in the literature that Aboriginal tourism, properly managed, may 
provide the opportunity for Aboriginal people to share their culture with outsiders in a 
manner they prefer (Butler and Hinch, 1996). Personal interaction or contact between hosts 
and guests has been found to be important to participants of an Aboriginal tourism 
experience by several researchers on different continents (Mcintosh, 2004; Notzke, 2006). 
We compared our three clusters in regards to their enthusiasm for actively participating in 
Aboriginal tourism activities, their preferred level of contact with Aboriginal hosts, and their 
preferred activity level and focus of the experience. Significant differences were found 
among all three clusters (Table 6). In particular, the Culture Seekers were significantly more 
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interested than the Nature-Culture Observers and the Sightseers in an active and involved 
experience and one-on-one conversations with Aboriginal hosts. They were also significantly 
more interested in an experience focused on culture rather than nature in comparison with the 
Nature-Culture Observers, and in both, opportunities to participate in drumming and dancing 
and watching demonstrations of drumming and dancing. In contrast, the Sightseers were 
more interested in a relaxed and observational experience and casual contact with Aboriginal 
people. 
Table 4.6 Mean values of cluster preference regarding the Aboriginal tourism experiences 
Preference regarding the nature of 
Aboriginal tourism experiences" 
Relaxed and observational vs. active 
and involvea* 
Casually speak with Aboriginal 
hosts vs. opportunity to have one-on-
one conversations with Aboriginal 
hostsb 
Centred on culture vs. centred on the 
natural environrnenf 
Participate in drumming and 
dancing vs. watching drumming and 
dancing 
"Measured on a 5-point Likert scale w 
experience at the end of the scale 
bANOVA indicated significant differej 
cANOVA indicated significant differei 
Culture 
Seekers 
(Cluster 1) 
3.7 
3.6 
3.2 
3.1 
Nature-
Culture 
Observers 
(Cluster 2) 
3.2 
3.2 
3.5 
3.6 
Sightseers 
(Cluster 3) 
2.7 
2.6 
3.4 
3.6 
Games-
Howell 
Test 
1>3 
1>2 
2>3 
1>3 
1>2 
2>3 
2>1 
2>1 
P 
0.000 
0.000 
0.044 
0.000 
0.030 
0.015 
0.012 
0.009 
lere 3 = mix of both experiences and 1 and 5 = the preferred 
aces, pO.OOl 
ices, p<0.05 
4.7.3 Information sources 
Significant differences (pO.OOO) were found in regards to the amount of information 
on Aboriginal tourism opportunities the clusters sought while planning their trip. In particular, 
46% of the members of the Culture Seekers sought out information about the opportunity to 
experience Aboriginal culture compared with 22% percent of the Nature-Culture Observers 
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and 19% of the Sightseers. There were no significant differences regarding the information 
sources used for trip planning. Information sources used included the internet (48%), Visitor 
Information Centers and print media such as travel magazines (44% respectively), word of 
mouth (40%), past experience (37%) and tour operators (23%). 
4.8 Potential Aboriginal tourism market segments for the north 
The objectives of this research were twofold. Firstly, we sought to segment the 
market for Aboriginal tourism in northern British Columbia based on a psychographic 
segmentation methodology, concentrating on the first two dimensions of the AIO 
methodology: activities and interests by visitors in regards to Aboriginal tourism product 
features. Secondly, we wanted to identify those segments with the strongest potential for 
rural First Nation communities such as Tl'azt'en Nation, along with potential marketing 
strategies that may assist operators in reaching them. The following section discusses each of 
the clusters' potential as a market for Aboriginal tourism in northern British Columbia. 
4.8.1 The Culture Seekers 
The Culture Seekers emerged as the segment with the greatest interest in cultural 
features of Aboriginal tourism products and Aboriginal tourism experiences generally. This 
group has certain similarities with high-interest clusters found in other studies on the 
Aboriginal tourism market. Both Moscardo and Pearce (1999) and Ryan and Huyton (2000) 
found clusters with the highest interest in Aboriginal tourism to express interest in informal 
contact with Aboriginal people, learning about their culture and experiencing life in the 
wilderness. In Moscardo and Pearce's (1999: 424) study, this group was the "Ethnic Tourism 
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Connection" group and in Ryan and Huyton (2000: 78) the "active information seekers". 
Both these groups also were at the younger end of the age spectrum of their samples 
(Moscardo and Pearce, 1999; Ryan and Huyton, 2000). Similarities in interests between the 
Culture Seekers and other Aboriginal tourism interested tourists can also be found in studies 
closer to our geographic area of study such as by Notzke (1998), whose study in Canada's 
Western Arctic found a particular interest by tourists in learning about Aboriginal people's 
ways of living off the land, arts and crafts, traditional activities, the local environment and 
traditional food. Despite such similarities, the Culture Seekers differed significantly on one 
crucial variable: visitor origin. Unlike the results of other studies, we found that the Culture 
Seekers included the highest percentage of domestic travelers of all clusters - in this case 
represented by Canadian travelers. The extent of interest in Aboriginal culture by domestic 
tourists has been questioned in the past based on the notion that "distance breeds 
enchantment" while "familiarity breeds contempt" (Notzke, 2006: 76; Ryan, 2002). In 
particular, Ryan (2002) suggests that New Zealanders with European heritage are not drawn 
to explore the local indigenous culture of the Maori people in the way that travelers from 
Europe and North America are. Thus it is striking to see a majority of Canadian travelers in 
the cluster with primary interest in Aboriginal culture. Whether this phenomenon holds true 
throughout Canada or is limited just to the northern B.C. traveler with an interest in 
Aboriginal tourism we are unsure. 
The Canadian and American markets for Aboriginal tourism products exclusively 
focused on culture have been described as very small scale markets by many reports 
produced over the last decade (BearingPoint LP et al., 2003; Lang Research, 2001; PWC 
Consulting, 2002; Research Resolutions & Consulting Ltd, 2001). Instead of trying to access 
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the Canadian market with tourism products offering an experience of Aboriginal culture only, 
it has been recommended by tourism organizations and market research firms to market 
nature experience products with a culture component (BearingPoint LP et al., 2003; Lang 
Research, 2001; Research Resolutions & Consulting Ltd, 2001). As Canada is best known for 
its beautiful natural environment and Aboriginal communities often are located in remote 
areas, it has been suggested that operators combine Aboriginal culture with nature 
experiences. Our results, however, seem to suggest that in fact there may be a market, at least 
in northern British Columbia, for Aboriginal tourism products with an emphasis on culture 
that is larger than initially presumed. This finding may hold important implications for the 
development and marketing strategies of operators in the north. At the same time, although a 
culturally-based product may have strong potential - the interrelationship of culture/nature in 
traditional life ways and in the associated product features that we tested suggests that the 
natural environment still plays a role in stimulating the Culture Seekers' curiosity. 
4.8.2 The Nature-Culture Observers 
The Nature-Culture Observers appear to be a market segment that, while exhibiting a 
broad interest in Aboriginal tourism, prefers to be observing rather than directly participating 
and in a relaxed environment rather than an active one. This is not entirely surprising 
regarding the greater number of mature visitors in this group (Table 4). With their range of 
interest in Aboriginal tourism features, including activities such as learning about animal and 
plant life of the region, participating in animal tracking and outdoor survival, the Nature-
Culture Observers appear to fit a market segment frequently described in research reports on 
Aboriginal tourism: the dual track market. The dual track market promises to be profitable as 
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in 1999 its volume was estimated at 1.8 million Canadian travelers (BearingPoint LP, Goss 
Gilroy Inc. and Associates, 2003). According to a report by BearingPoint LP and Goss 
Gilroy Inc. and Associates (2003: 14), Canadian dual track travelers are more likely to have 
attended "Aboriginal attractions (66%) and Aboriginal cultural experiences in remote settings 
(45%)" than to have experienced an "Aboriginal celebration (30%)". Interest in nature 
experiences by travelers interested in Aboriginal tourism has also been identified in academic 
research on the Aboriginal tourism market. Chang, Wall and Chu, (2006) found that a 
preference to see natural scenery ranked first among tourists to two Aboriginal tourism sites 
in Taiwan. Moscardo and Pearce's (1999) Ethnic Tourism Connection group ranked a desire 
to see wilderness and undisturbed nature first among other benefits sought from tourism and 
Ryan and Huyton's (2000) active information seekers scored equally high for their interest in 
both nature and culture experiences. As a result, offering Aboriginal culture as an added-
value product rather than a stand-alone tourism product has been suggested elsewhere 
(Mcintosh, 2004; Ryan and Huyton, 2000). As such, the Nature-Culture Observers identified 
in this study may be best targeted with value-added products such as a nature hike to a scenic 
viewpoint with interpretation of flora and fauna by a local First Nation community member 
along the way. 
4.8.3 The Sightseers 
The Sightseers had the least experience with Aboriginal tourism and lowest reported 
intention to experience Aboriginal tourism of all three clusters (Table 5). For Aboriginal 
tourism planners, the questions that arise are: is this segment worth pursuing; and, what 
might be of interest to them. An emerging pattern in the Aboriginal tourism literature 
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suggests travelers with greater experience with Aboriginal tourism demonstrate higher levels 
of interest in participating in future experiences of a similar type (e.g. Ryan and Huyton, 
2000). This pattern seems to be mirrored in our three clusters as the Culture Seekers have the 
most experience participating in Aboriginal tourism and also the greatest knowledge of 
Aboriginal people in B.C. As a result, despite lack of intention to experience Aboriginal 
tourism by the Sightseers, this cluster may still hold some potential for tourism operators. In 
particular, based on the argument that experience cultivates curiosity for more, the Sightseers 
may simply need an introduction to Aboriginal tourism in order to stimulate their interest in 
Aboriginal experiences. Such an introduction may be provided through an interpretive center 
on Aboriginal culture or a local Aboriginal artist's gallery. Advertising more extensive 
Aboriginal tourism experiences such as a traditional feast in such venues may have potential 
in capturing the interest of travelers such as the Sightseers. However, there may be other 
answers to this question. 
This cluster has a strikingly high number of travelers traveling with children (Table 4) 
and although many of the activities listed in our questionnaire can be customized to the skill 
level of children, parents filling out the questionnaire may not have understood them as such. 
Potentially confirming this idea, during the survey process, one parent made the researcher 
aware of what they perceived was a lack of child-friendly activities in the survey. On the 
other hand, it must be noted that families with children have not been identified as one of the 
primary markets for Aboriginal tourism in the past and thus our questionnaire was not laid 
out to specifically capture their interests. It would be of interest to further explore how one 
could market Aboriginal culture successfully to families. 
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One other noticeable characteristic of the Sightseers that may play into their interest 
in Aboriginal tourism is the number of leisure travelers in this group (Table 4). The Culture 
Seekers and Nature-Culture Observers report higher percentages of visiting friends and 
family. It appears likely that visitors who travel to visit friends and family will often stay in 
one place for several days and thus have a greater opportunity to visit a variety of local 
tourism businesses than those travelers who can only make one stop along the way. This 
finding seems to be supported by research on the Aboriginal tourism market by the 
Aboriginal Tourism Association of British Columbia (ATBC, 2005). Surveying visitors in 
British Columbia, this study found that a higher percentage of travelers at Aboriginal tourism 
sites were traveling for the purpose of visiting friends and family than those interviewed at 
Visitor Information Centers (ATBC, 2005). As a result, it appears those visiting friends and 
family are somewhat more predominant at Aboriginal tourism attractions, especially in the 
northern parts of this province where tourism attractions are often harder to find and access 
for foreign visitors. 
4.9 Implications & conclusions 
The observations of this study have important implications for the marketing 
strategies of Aboriginal tourism operators in northern British Columbia. Based on the desire 
of Tl'azt'en Nation to develop tourism products that allow them to share their culture with 
visitors, the most promising marketing opportunities of the three market segments described 
in this study appear to lie with the Culture Seekers and Nature-Culture Observers. Both of 
these segments exhibit interest in a variety of Aboriginal tourism product features with 
culture as the focal point. The Culture Seekers appear to be an attractive segment to target 
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with a product that provides a 'deeper' Aboriginal tourism experience, potentially lasting for 
a whole day or longer. This market also appears to consist of a majority of domestic travelers, 
which may be more easily reached through local marketing tools such as radio advertising. 
However, this segment is smaller in size than the Nature-Culture Observers and may not be 
as lucrative. On the other hand, due to their strong interest in Aboriginal culture, the Culture 
Seekers may be more willing to travel greater distances to have experiences of Aboriginal 
culture. 
The Nature-Culture Observers in comparison appear to be a great market for value-
added products such as nature experiences with a cultural component. Their broad interest in 
Aboriginal tourism features would allow for the development of a variety of products in 
order to appeal to as many travelers in this segment as possible. To the advantage of 
Tl'azt'en Nation, much of their territory consists of pristine natural environments that could 
capture this audience's interest. However, this segment appears to prefer brief experiences of 
Aboriginal culture and also tends to include many older travelers, potentially limiting the 
types of products that can be offered in terms of physical fitness required as well as the 
amount of distance these travelers may be willing to go in order to have such an experience. 
The Nature-Culture Observers also include a high percentage of European travelers 
necessitating the use of different marketing channels such as travel agencies. As the internet 
was used for trip planning by almost half of our sample, it is essential that First Nation 
communities use this marketing tool to their advantage by advertising their businesses and 
products online. Using international marketing channels also allows European and other 
foreign travelers to plan their trip ahead of time, which is essential for products that include 
an overnight stay. 
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Of all three clusters, the Sightseers are the smallest and least promising market 
segment resulting from our research. Although this group may be attracted by chance to 
introductory type tourism ventures and through products targeted specifically at families 
traveling with children, our general impression is that the Sightseers are a segment requiring 
intensive marketing and rather introductory type experiences such as for example an 
Aboriginal cultural center. 
4.10 Study limitations 
There are several limitations to this study which need to be acknowledged. Firstly, the 
data analyzed in this study were collected from a sample of travelers in northern British 
Columbia predominantly at one central location and respondents were screened for their 
interest in Aboriginal tourism. Consequently, the results of this research are limited in the 
extent that they can be generalized to visitors from beyond this geographic area and to 
travelers not interested in Aboriginal tourism. Although we have compared travelers' 
characteristics with the reported literature - the results are only directly generalizable to the 
studied population. Secondly, data was obtained at visitor information centers, a location that 
potentially is not used as frequently as a source of information by organized group tours as 
much as by other independently traveling visitors and may thus under-represent these 
travelers as well as repeat visitors. 
4.11 Future research directions 
While this study has taken a first step towards a better insight into the Aboriginal 
tourism market and its potential in northern British Columbia, the results presented here are 
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far from providing all of the detail needed by regional operators. On the contrary, parts of our 
results have presented us with areas in need of further inquiry. Three of these areas are: (1) 
the remaining uncertainty regarding the level and depth of interest in Aboriginal tourism by 
Canadian travelers, (2) the potential of culture-focused products in northern British Columbia, 
and (3) the potential of Aboriginal tourism as a family tourism product. Future research in 
these areas could provide the answer to questions essential to the long-term sustainability of 
Aboriginal tourism operations in northern British Columbia and other parts of the province. 
4.12 Closing thoughts 
Much of the economic and developmental powers in the province of British Columbia 
are located in the south, which has a great infrastructure in place regarding both its physical 
landscape and organizational network. The lack of physical infrastructure is only one of 
many challenges facing northern First Nation communities. Although Aboriginal tourism has 
the potential to diversify economies, build capacity, and facilitate cultural exchange, it is not 
without its challenges and potential negative impacts. In northern British Columbia, as with 
other remote indigenous communities, resources are limited and opening a community up to 
tourism must be considered carefully. This market-research is part of a broader community-
based collaboration program designed to help Tl'azt'enne navigate this path. Community 
meetings, discussions with hereditary and elected leaders, and workshops are processes we 
have, and continue to engage in, at each step of this research. It should be emphasized that 
rather than directing TPazt'en Nations towards tourism development, we strive to assist the 
community in identifying if and what they want from tourism development, build capacity, 
and form realistic expectations about the potential, as well as challenges for tourism 
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development in the community. In the end, it is our role to be a resource the community can 
work with, and draw on, as they decide their future. 
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CHAPTER 5 
COMMUNITY PRODUCTS 
5.1 Introduction 
Conducting this research under the CURA umbrella, part of my responsibilities as a 
researcher consisted in providing Tl'azt'enne with regular updates on the progress of my 
research, gathering feedback from community members, as well as producing products or 
tools that the community will be able to benefit from after my research is completed. Over 
the last two years, I shared regular research updates with the community through brief 
research reports provided to the community in form of semi-annual CURA Community 
Updates, CURA Newsletters and updates on the CURA website. Annually, CURA 
community days provided Tl'azt'enne with the opportunity to ask me questions in person as 
well as for me to make contact with community members, invite ideas for tourism 
development, and gather feedback on my research. 
5.2 Products 
Products that I produced over the last two years, and that the community can refer to 
in future besides this thesis, include several written contributions to the CURA Community 
Updates and Newsletters, two bibliographies on Aboriginal tourism (Kutzner, Maher, and 
Wright, 2007a, 2007b; Figures 5.1 and 5.2) one of which focuses on Aboriginal tourism 
marketing in particular, a poster presenting my research results at the CURA community day 
2008, two fact sheets outlining the simple facts of the findings of my research in non-
academic language, a research report on participant feedback from a pre-conference field trip 
of seven researchers to TPazt'en territory, and the outcomes of two workshops (one 
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conducted this spring and one to be conducted this fall) with community members on tourism 
development. In this Chapter, I summarize these products and where feasible, present them in 
their published format. 
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5.2.1 Contributions to Community Updates, CURA Newsletters and the CURA website 
The CURA Community Updates are intended for CURA researchers and Tl'azt'en 
Nation community members and consequently written in non-academic language. Both the 
CURA Community Update and the Newsletter are produced on a semi-annual basis and 
hand-delivered within the community. In contrast to the updates, the CURA Newsletter 
serves as a medium to share research projects and progress with external audiences such as 
researchers across Canada, non-governmental organizations (NGOs) and government offices 
and is therefore typically produced following a more formal format and language. 
5.2.1.1 Community Update January 2007 
Hello! I am originally from north-western Germany and immigrated to Canada about 
4 years ago. I was fascinated by the idea of going to North America at a young age and I was 
delighted when I finally had the opportunity to come to Canada. In Germany, I was brought 
up on a farm which gave me my love for nature and animals. After I finished high school at a 
Waldorfschool in Germany I came to Canada and started a four year degree in Resource-
Based Tourism (BA) at UNBC. Over the four years of completing my undergraduate degree I 
worked in a variety of tourism-related settings such as Barkerville Historic Town, the Visitor 
Information Center in Prince George, and doing research with Recreational Vehicle (RV) 
Travelers in Dawson Creek. Now that I have started the Master's degree in the NRES 
program at UNBC, I am very enthusiastic and excited about it. I am very happy that I have 
been given the opportunity to continue my education and honoured to be part of CURA. 
My research will be looking at the market for Aboriginal tourism in northern British 
Columbia. I will try to identify potential markets for Aboriginal tourism in the North and for 
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the Tl'azt'en Nation in particular. My methods will consist in a mix of surveys, interviews 
and journaling. A portion of my research will be an investigation into those messages that 
visitors at Aboriginal tourism sites are most responsive to. To research this, I would like to 
use Visitor-Employed Photography - a research method in which visitors' take pictures of 
those displays/actions at tourism sites that have the greatest influence on them. With this 
research I hope to assist Tl'azt'en Nation in advancing their tourism development. I am 
honoured to have this opportunity! 
5.2.1.2 CURA Community Update Summer 2007 
Hello! My name is Diana Kutzner. I joined CURA as a UNBC graduate student in September 
2007 and have been working on my thesis with Amelia Stark and under guidance of my 
supervisor Pam Wright since. The focus of my research is tourists' interest in tourism 
provided by First Nations communities in northern British Columbia. This spring, I 
interviewed several members of the indigenous tourism industry of northern B.C. to 
determine the key characteristics of a successful tourism venture in the northern parts of this 
province. After completing these interviews, I created a questionnaire to find out from 
tourists coming to northern B.C. what their key interests regarding indigenous tourism are. 
This summer has been a very successful one regarding my research and I am looking forward 
to sharing the results of my research projects with Tl'azt'en! 
5.2.1.3 Ecotourism stream website update June 2007 
The CURA Ecotourism Stream has made great progress over the last year. Two 
NRES graduate students, Shane Hartman and Diana Kutzner, joined the CURA project in 
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September 2006. Under guidance of their supervisor and UNBC Ecotourism Stream Leader 
Dr. Pam Wright and Tl'azt'en Ecotourism Stream Leader Amelia Stark, both students have 
identified their areas of research, research questions and research methods. Shane Hartman is 
exploring the benefits and costs of economic development through tourism on Tl'azt'en 
territory. During his research, he will work closely with community members to learn about 
several aspects of tourism development, including what benefits Tl'azt'en anticipate from 
tourism as well as which costs they are willing to bear. 
Our second graduate student, Diana Kutzner, is researching tourists' interest in 
tourism provided by First Nation communities in northern British Columbia. This spring, she 
interviewed various members of the indigenous tourism industry of northern B.C. and started 
conducting surveys with visitors to Prince George in the middle of June. From her research, 
Diana anticipates to learn about visitors' interest in indigenous tourism, and more specifically, 
what types of experiences visitors are looking for. She finishes her data collection in the end 
of September, after which she will begin to analyze the results. 
While the graduate students were busy organizing the beginning of their research 
collection in the beginning of this summer, Tl'azt'en experienced a great opportunity to get a 
little taste of what tourism on their land could potentially look like. On June 2nd and 3rd, 
seven researchers and members of the 43rd Annual Moose Conference in Prince George 
came to Cinnabar Research Station in the John Prince Research Forest for the Pre-conference 
field trip. 
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5.2.1.4 CURA Newsletter June, 2007 - Pre-conference field trip to Cinnabar research station 
The weekend prior to the 43rd Annual Moose Conference in Prince George, seven 
researchers and conference attendees travelled to Cinnabar Research Station in the John 
Prince Research Forest for the Pre-conference field trip. The group was hosted by Tl'azt'en 
Nation and guided by JPRF Research Coordinator, Dexter Hodder. On Saturday, the group 
was introduced to Tl'azt'enne culture and ways of life by members of Tl'azt'en Nation. After 
a brief presentation about the work of the John Prince Research Forest between Tl'azt'en 
Nation and UNBC, as well as about Chuntoh Education Society, the audience had the honour 
of listening to several Elders tell stories of the past. 
Prior to the arrival of the guests, Tl'azt'enne had taken time to set up several displays 
and were demonstrating traditional activities such as scraping moose hide, smoking meat, 
drum making and bone-tool making. The researchers were invited to take a close look at 
everything and even try some hide scraping themselves. Tl'azt'enne were also showing off 
their bone-tools and several hand-made drums. The afternoon was filled with traditional 
games, which were cheerfully presented by Tl'azt'en youth and accompanied by traditional 
songs and rhythmic drumming. The experience of Tl'azt'en culture ended with a traditional 
feast with plenty of moose meat, bannock and an Elder's birthday cake. Many of the visitors 
later stated how very satisfied they were with the experience and that it was an honour to be 
part of it. It was also pointed out that the activities that were being presented blended well 
into an interesting mix presenting various aspects of Tl'azt'en culture. 
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5.2.1.5 CURA Newsletter Winter 2007 
My research on the market for indigenous tourism products in Northern British 
Columbia has progressed greatly since the last newsletter was distributed. My thesis focuses 
on identifying indigenous tourism markets for northern B.C. as well as product preferences 
of visitors to this region. At the beginning of the summer I conducted several in-depth 
interviews with tourism representatives of Northern B.C. to find out about visitor interest in 
indigenous tourism in the northern parts of the province. The results of this research as well 
as my literature review helped me design a questionnaire for visitors to this region. The 
questionnaire entailed questions about visitors' interest in certain topics and activities related 
to indigenous tourism as well as descriptions of several indigenous tourism experiences 
which Tl'azt'en may offer in the future. 
Over the course of the summer, I collected 330 questionnaires at the Visitor 
Information Center in the city of Prince George, British Columbia. I now have entered the 
questionnaires into a computer program for statistical analysis. My analysis will be in its 
most intensive stage over the next few weeks, followed by an iterative process of analyzing 
and thesis writing. Taking a first glance at the data has been an exciting experience and I am 
looking forward to presenting the results in my thesis next spring. 
5.2.1.6 CURA Newsletter Winter 2007 - The Aboriginal tourism market 
While on vacation, many tourists seek to gain an understanding of foreign peoples' 
origins, histories and cultures. Tourism increases cross-cultural understanding and often 
serves as a tool of economic diversification and development. Over the last decades, reports 
produced by tourism organizations such as the Canadian Tourism Commission, Aboriginal 
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Tourism Canada and the Australian Tourist Commission document a growing demand and 
interest by tourist markets for Aboriginal cultural tourism. But who are the tourists interested 
in Aboriginal tourism? Several market studies have attempted to answer this question, if to a 
limited extent. Although there are various niche markets for Aboriginal tourism (Research 
Resolutions & Consulting Ltd, 2001) a traveler profile that repeatedly occurs in the literature 
is that of an older, higher educated and affluent traveler who is primarily interested in nature 
and 'authentic' experiences. Due to their age, many of these travelers are enthusiasts for 
"soft" outdoor recreation activities such as hiking, backpacking, wildlife viewing, canoeing, 
kayaking, etc. In addition, travelers interested in Aboriginal tourism often pursue a variety of 
cultural activities on their trips such as going to a local fair or festival, visiting museums and 
art galleries and seeing plays or operas (BearingPoint LP, Goss Gilroy Inc. and Associates, 
2003). 
Another type of traveler who poses great opportunities for Aboriginal tourism 
businesses is the so-called "dual track" traveler (BearingPoint LP, Goss Gilroy Inc. and 
Associates, 2003). The dual track market is of particular interest to Canadian Aboriginal 
tourism businesses as it consists of visitors primarily who enjoy experiencing nature and 
culture at the same time (BearingPoint LP, Goss Gilroy Inc. and Associates, 2003). Often the 
Aboriginal tourism product is offered as a mix of nature and culture, for example when 
exploring the uses of traditional survival skills in the outdoors. Market research estimated the 
number of dual track travelers to approximately 1.8 million Canadian and 1.9 million 
American travelers in 1999 (BearingPoint LP, Goss Gilroy Inc. and Associates, 2003). The 
same year, European visitors represented 56% of the total overseas visitors to Canada and 
two-thirds of these fell into the dual track market (BearingPoint LP, Goss Gilroy Inc. and 
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Associates, 2003). The European overseas market segment may also be the most lucrative 
market for Aboriginal tourism businesses. Canadian travelers often stay overnight with 
family and friends while traveling whereas European visitors tend to seek roofed 
accommodation (BearingPoint LP, Goss Gilroy Inc. and Associates, 2003). Of particular 
interest to Aboriginal tourism enterprises are the U.K., Germany, Switzerland and the 
Netherlands (BearingPoint LP, Goss Gilroy Inc. and Associates, 2003). 
The market for Aboriginal tourism products is broad. Various market segments are 
ready to be targeted by Canadian Aboriginal tourism enterprises. It is in the hands of the 
members of the Canadian tourism industry to promote Canada as a destination of Aboriginal 
and cultural heritage to the domestic and international markets. One way to realize this may 
be to integrate Canada's cultural heritage with its already strong image of a destination of 
scenic nature. This may work particularly well regarding the wide interest of visitors to 
Canada in experiencing both nature and culture during their travels. 
5.2.2 43rd North American Moose Conference Pre-Conference Field Trip Evaluation 
During the summer of 2007, Tl'azt'en Nation was given the opportunity to have a 
first taste of what it could be like inviting tourists to their community and sharing their 
culture with them directly. Being given the opportunity to observe this experience, I 
composed a brief research report for Tl'azt'en afterwards on participant feedback. 
The weekend prior to the 43rd Annual Moose Conference in Prince George, seven 
researchers and conference attendees travelled to Cinnabar Research Station in the John 
Prince Research Forest for the Pre-conference field trip. The group was hosted by the 
Tl'azt'en Nation and guided by JPRF Research Coordinator, Dexter Hodder. On Saturday, 
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the group was introduced to Tl'azt'enne culture and ways of life by members of the Tl'azt'en 
Nation. After a brief presentation about the work of the John Prince Research Forest between 
the Tl'azt'en and UNBC, as well as about Chuntoh Education Society, the audience had the 
honour of listening to several Elders tell stories of the past. Prior to the arrival of the guests, 
members of the Tl'azt'en Nation had taken the time to set up several displays and were 
demonstrating traditional activities such as scraping moose hide, smoking meat, drum 
making and bone-tool making. The researchers were invited to take a close look at 
everything and even try some hide scraping themselves. Tl'azt'en were also showing off their 
bone-tools and several hand-made drums. The afternoon was filled with traditional games, 
which were joyfully presented by Tl'azt'en youth and accompanied by traditional songs and 
rhythmic drumming. The experience of Tl'azt'en culture ended with a traditional feast with 
plenty of moose meat, bannock and an Elder's birthday cake. 
On Saturday evening, the participants were asked about their impression and 
preferences of their experience of Tl'azt'en culture. Overall, all participants stated that they 
were very satisfied with the experience and honoured to be part of it. It was mentioned that 
the activities that were being presented blended well into an interesting mix which combined 
various aspects of Tl'azt'en culture. 
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Box 5.1 Summary report on feedback from participants of the Moose conference 
What else should or needs to be included in this kind of experience? 
Visitors felt that it would be useful to have some more background on how TPazt'en lived 
in the past and how they live today. It was unclear to which extent Tl'azt'en are living off the land 
today. Visitors were interested in receiving more information on which traditional activities 
Tl'azt'en continue to practice and in what fashion, as well as how it compares to the traditional way 
of living prior to European influence. Also, there was a great interest in learning about the trade 
relations between the regional First Nations and the historic fort in FSJ as well as those with the 
coast. Lastly, visitors (especially the two women) appeared very interested in hearing about the role 
of women in First Nation society. 
How much interaction are participants seeking, for example with Tl'azt'en Elders? 
All visitors appeared interested in having some contact with Tl'azt'enne, however, it was 
noticeable that the two women quickly got involved in conversation with Tl'azt'enne as well as in 
the hands-on activities such as scraping the moose hide. Our European visitor from Finnland 
appeared the most reluctant to get involved/interactive. Overall, the majority of the visitors stated 
that interaction and personal conversations with Tl'azt'enne (especially the opportunity to pose 
questions) was of great importance to them and their overall experience. 
Are participants concerned with authenticity at all? If so, is this an 'authentic' experience to 
participants? What are things that make/don't make it authentic? 
• A few comments / questions regarding this issue were mentioned, including: 
• how many of the traditional activities demonstrated on Saturday are Tl'azt'en still doing in 
their daily lives now 
• which activities are originally from other First Nation tribes that have become part of what 
Tl'azt'en do now (for example there was a dream catcher among the hand-made drums) 
• what are the tools originally used (e.g. today knives are used for the moose hide scraping, 
however, at one point one Tl'azt'enne demonstrated how animal bone was used earlier on 
the hide) 
• what is the traditional type of clothing 
What are parts of this experience that participants enjoyed the most and which ones could be 
improved? 
• Things that visitors mentioned that were great: 
• Being able to talk to Tl'azt'enne and ask questions 
• Listening to the Elders 
• Being able to try the activities themselves / being involved in moose hide scraping / 
traditional games 
• knowing that Tl'azt'en were excited to have their guests and really wanted to tell their story 
and that they showed that they were thankful for their guests being interested in their culture 
• the close interaction with Tl'azt'enne - for example when trying the scraping of the moose 
hide themselves 
• it was a very comfortable atmosphere because Tl'azt'en made their visitors feel like it was 
ok to ask many questions and everything felt "unrehearsed" 
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• being invited to participate in the demonstrated activities (visitors preferred being involved 
versus "just 'looking in' from the outside") 
• the fact that the youth was talking/watching and learning from their Elders while the visitors 
were there 
• the food was great and much appreciated; it was definitely part of the overall experience of 
Tl'azt'en culture 
Suggestions for improvements visitors made: 
• Give a good background / explanations about the activities that are demonstrated - i.e. when 
are they done explain what's the historical background of the activity, when they were last 
done, how they are done today as opposed to pre-European influence days, etc. 
• When Elders give presentations, make clear who will talk (only Pierre was talking and the 
audience expected the women to speak as well) 
• Explain the role of women in Tl'azt'en culture 
• Make clear in the beginning of the visit if it's ok if visitors take pictures (maybe have a 
handout for visitors with guidelines) 
• It would be good to have little identifying table signs next to the different types of foods on 
the table when serving traditional food 
How do participants feel about the accommodation (cabins) and what do they prefer? 
Visitors appeared to be very satisfied with the accommodations as they are. It seemed like 
electricity would be appreciated, however, it did not seem to be of major concern. It should be noted 
that we did have great weather conditions with plenty of light until late at night and early in the 
morning and preferences may well differ during a different season / in different weather conditions. 
How much would participants be willing to pay for this kind of experience if they were to 
purchase it as a tourism product? 
This question appeared to be difficult to get a definite answer to because of the many factors 
that vary depending on the type of experience and what it includes (e.g. such as transportation from 
FSJ to Cinnabar or elsewhere). However, the rough estimate was $100 dollars just looking at a day of 
cultural activities and food and without transportation or accommodation. 
Questions that were raised by visitors: 
• What kind of employment is available to Tl'azt'en today? 
• To what extent do Tl'azt'en live off the land? 
• What is the role of women in Tl'azt'en culture? 
Things visitors also had an interest in: 
• the local pictographs 
• drying/smoking of salmon; learn about the local salmon fishing 
• the historic trade relations between the Fort in Fort St. James and the First Nations of the area 
as well as between the First Nations of the interior and the First Nations of the coast 
• the role of women in Tl'azt'en society 
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Box 5.2 Product ideas raised by participants of the Moose conference 
• Put a product together that includes a visit to the National Historic Site and Cinnabar/Tl'azt'en 
territory on the same day 
• Explore the Elderhostel market 
• Create a product that consists of a project - where visitors contribute to building/creating/ 
something (e.g. a wildlife project) locally over the course of several days so that people have a 
feeling of contributing to something 
• Video-tape Elders while they do traditional activities/talk about their history to preserve it for 
the past 
• Teach the youth now from the videos of the Elders that already exist 
• Giving visitors names in Dakelh could be made part of the experience and would be 
something that visitors could take home 
• Package winter tourism activities (Dexter mentioned that there is quite a bit interest in this) 
• Get people to go on a trade route (e.g. from Cinnabar to FSJ) and re-live the trading in a 
'cultural camp' type experience 
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5.2.3 Demand for Aboriginal Tourism Products in northern B.C. - Poster Presentation 
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5.2.4 Aboriginal Tourism Fact Sheet 1 
Hi 
I 
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The Market Question 
Thinking of starting an Afeorigirwrt tourism business? Wandering who is interested in Aboriginal tour-
ism? This feet sheet is designed to synthesis© results of martet research on Aboriginal tourism by 
«arioys toyi'ism organizations over the last few years, ft is meant to preside interested' outsiders, 
entrepreneurs as well as existing: Businesses with a picture of the current and future Atariginai tour-
ism ntarfeet 
Whie on vacation, many tourists seek to gain 
an understanding of a foreign people's origin, history 
and culture. Tourism increases cross-cylturai under-
standing and is a tod of economic divarsifkatjon and 
development Over the last decade, ttere has teen an 
increasing interest by communities across North Amer-
ica in sharing aid revealing their culture to those who do 
not yet taow much about i t At the same time, reports 
produced fay tourism organizations such as the Canadian 
Tourism Commission (CTC), Aboriginal Tourism Canada (ATTC) and the Australian Tourist Com-
mission continue to document a growing demand and interest by tourist markets for Aboriginal cul-
tural tourism:. So, who are tire tourists interested in Aboriginal toyrism? 
Wedatafiai fitet Nate gukteat Rte 
Prises Rupert B.C. 
rxBc 
Vntiloo; Ricreanou 
•S louu 'it 
Km Market Findings 
iCs&fs Historical ¥ifl§|p& %nd Mysei 
ton, E,C 
Abotiyinat tuy»an in uanaJa Soda) « a $751) mil-
lion Hultistiy 
A substantial growth rate is expected by industry 
experts 
Numerous market segments related to cultural travel 
and tourism after great opportunities 
"Dual trade* travelers in the Canadian and U.S. with interest in a mix of nature and culture ss-
pertersess market offer a particular opportunity for a product mix of nature and culture tourism 
European travelers from select markets exhibit Strang interest and motwatons to experience 
Aboriginal tourism 
Affluent and higher educated travelers are a prime target market 
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F A S E 
The Aboriginal Tourism Traveler 
Aboriginal tourism interested travelers tend to be: 
• oitter, affluent and hlglser educated 
• irtaested in rafsjre awi'atiieotfc* »x|»ri«-«Des 
» participate in "feoff: oylfJoor reaeaiort activities sueli as hisi 
eansaing, iBpiMiig, etc, 
• itoly to patfeipaie in o l lw culfur al aciwfiss on t t s r t ips (e. JteJ 
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The majority of Canadian travelers who participate in Atarigmal-related vacation activities are mature a id h'tflftei-
educated travelers Gtmrtg t i e r saeatsons these traveieis liHefo ex|«rierice a varied of cultural experiences snclMd-
irtg attending museums, gaterses test va's, fairs. Srve performances, plays and the like. Most popular ate aiso soft 
outdooi activities such as widlife viewing, «hate*afchmg, hta^g oftjackpacKngiftvHldemessseMrtBS. Otter 
advises tliat are htgMy attractive to ttrs narket are fishing, tanoeng and kayaking. Aboriginal tourism products 
such as interpret*© tours aboyt the traditional use >3f the natura" erwironmeri: can be offered together with these 
outdoor activities As a result of ttw interest <n t ie outdoors, Canadian culture travelers aw also a target market 
for backcounfy and wilderness type operations SIK^ as latestde resorts arsd mountain lodge. 
(!uuada's Xorlh 
..." •I'.ajcT.u . 
Canada's north attracts many visitors to its rratui al 
beauty, culture y d prrstne erivronrrserts In a 
tourism market stydy of 200 ?, it #3s fount! that 
visitors *ho are pa"tcu(aiiy aliacted to the out-
doors are more .skefy to travel to Canada's north 
There were 3 S m>si,w outdoor visitors m Canada 
in 1999 and 1 1 cf these ware considered ""high 
jneicr traveler - «travetera * r » prefer to stay tn 
roofed accornmodawii Of these 11 mtl!»n, art estsrreited 
314.000 traveled to Canada's "othwest This market is of 
particulai ipte^esf te tounsrr esafa-tsrmenrs n the north 
as the outdooi ^tsjtcr segment spent aoproxsmately $ !2 
n the COTirnunrfres visited ;md abtxst $6 5 biilion of 
si was spend by l i e high peld tavelers in this 
Canadian Al t r ig i ia l Cmliire Travelers fend is; 
* Be mature, ftigfra" educated 
• Be beween 46-64- years of age 
» Stay d-iHwgtt with friends and fawljf 
» Have a s t a g Merest in -tllcSemess & being active in 
the outdoors 
» P artapata m wwlcws eutural actwities during ttei*" trw-
efe (e g. sjihtseeif^, irmjseonis, galleries, local festivals) 
segment Tftese travelers are also most motivated to 
vavei to fBmote Socata® and am wling to sperKl 
•Heir budget on wernight accornrnodations as wel 
as DUttfoor-rsiatedactiviies.. ^proxsmatSy 10% of 
t^ose who are in the high yieW «*to«" segment 
travel to northern parts of Canada. 
T H E A B O R I G I N A L T O U R I S M M A R K E T 
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The ILS. Traveler 
The U.S. market s Canada's primary rnterretfcnal tourist mar-
fesL Interest in Atsoogtnal tourism apoeare htohest an the South 
AilanSe regions (Florida, Georgia. Nsmh Carofcta, South Caro-
lina) and Mountain fetfons {Hew Mexico. Arizona, Coiorado, 
Nevada, Idaho, Wyoming, Mcrtana). According to market 
research, about 10% of U .5. visitors J o * part in Aiwisinai-
related experiences during theft travel wtrtin the past aro yeas. 
At the same time, them are about 13% of U S. uftarr travelers 
who express * w e average interest in Aboriginal tourism ex-
periences and who srary be targeted for attractions in wfeart 
settings, 
<*-«"«-Mr „•' ,-, . : 4 
'*¥ •% -,. 
Jl 
Culture tweief? exploring ttse forest environment 
by Fort St, James. B,C. 
American Aboriginal Culture Travelers tend to: ; 
• partispafe in various cutnjra: acuities tWittfl the rtAj^'ite
 :; 
inci^ding museums, gofeies <oca^  tars ami festivals, etc.
 4 
* Be mature ar»'c.' s o w , w&'i-edwcafed sn-i MBve^ 
« t» riiterassted in historic xtes, natural wonders, w.k$<%, sgiif-
seeing, and fartapaien in outdoor act»»ss -S'-ch as lufang, 
"siting, caressing aro kayafcng 
» be stighr^ rr-ore ¥«ly to be terra* than ma!e 
The Dual Track Tourist 
One marttet segment wtNn the North American market which has signRcsut 
potential is the *0ual Track* niche market—travelers interested in a mix of 
nature and culture tourism interested travelers. According to market research, 
this wche market exists in Canada a r t the U.S. and consists of travelers who 
recently uretetos* an ovarmgrht t i p and participated in AtalginaS tourism 
related toufism acttwbes during that trip <e.g. a vstt to an Aboriginal museum 
or Inserpretive center or a Po* Wow). Members of Ms market appear to have 
a greater interest than other ts»elers in: 
• seeing natural wonders, 
• ttstoiical sites and Important places in history, 
« unspotted nature 
A Description of Dual Trackers 
Cultural Activities - Dual Track travelers are: 
* more active ewi o9wr travelers 
* mttchmoreitetr to have been to Aboriginal cultural everts and 
activities in t ie past and, 
» twee as likely fcs haws engaged in other oAural activities 
(museums, art gaiteiries, concerts, etc} 
Demographics 
* Canadians in the Dual Track market am almost identical to the 
general traveling public ft CareaJa with respect to jerrder, age and 
income dlstrtwrjons 
* Canadians irtths group tend to be less concentrated a the upper 
ertdofflie irKatt©specttwm{12%)tJiantr!arA"r»r,caii counter-
parts m%) 
* they tend to tee in nousefralds w«th no children {71 %} 
« 34% tend to take vacations on irsecown or witfi a partner/spouse 
but r» cMdren 053%j 
ORTM rtudersts exploring culture wd nature during field trip we« 
of Prince Geoige, &.C. 
Outdoor Activities -
final Track Travelers are: 
• very interested In "soft* outdoor activities 
« twice as I *eiy to wart to see wildlife, birds, and wldflowersfflora 
« interested In "hanf outdoor actvirtes that could be combined wtth 
Abongina tounsm product, such as hikinoaackpacking in wilder-
ness settings, fresh-water fishing, canoeing and kayaWng arel 
whale watching, and 
* 40% of Dual Trackers have been to a lakeside resort and about 
one third have camped in a wideTtess environment 
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hiirope 
franking about expiod no new maftete for your lounsm expenence/proelucf? The potential offered by the 
European rnartei regarding Abongmal tourism has been found to be one of the strongest for Abongips 
:uteral w i s m products. The U.K., Germany, Swtearfand and fse Netherlands are sane of the strarsg-
sst potential inbound toucsm markets. We are taking a closer to* at each of these four markets tseio*, 
LL 
. • . . • . T . ^ i . i i -
The U.K. is one of Canada's primary Euroj>83fl mastets for volume and receipts. UK. 
residents wno recently traveled w * m Ca«da are often older, retired irsdivittes who 
travel either- by tharr selves w with a spouse for His purpose af visiSng friends or family. 
Dver the last few yeais the U.K. has consistent^ moved towards a solid auttoumj market supported by a 
strong currency and extended holiday leave. U.K. travelers appear to tie vrett aware of international tswr-
sni destitaserts st*h as Canada. They are particularly intrigued to iearn about the host cultures of sher 
. _ «• _ , * . . » . « . _ • * • « — travel destinations. This includes an enthusiasm to team 
about local cultures, try tocal products and services, as well 
: • ! • • • >.•> 
X Aboiigmal Culture Travelers 1 
1 
as meeting their tests. Visitors from tfw U.K.. appreciate 
sxpenencing smaS towns and viilages, scenic tandmaiks, 
:-:vsdLr •
 : 
. : • • ' • : . % . . • : 
' • • ......-,h...± • . - ^ . -
" -U..*. . ... .-.AT.-".-'..! 
sHsWy more Ifcety to be mate than female I national parks, and generafty enjoy a variety of tilings to do 
between 45-64 years esd I wMe they travel According to t ie Canadian Tourism Com-
TOrted j mission (CTC) there are about 2,718,000 potential U.HL 
8 m the southern parts of the U.K. | Aboiijjirtai cuitupe travelers to Canada. 
I 
•< t . t 1':t * 
i^. s" "^risv...'^  ( ^ f r O ^ A 
•• * « . . . ' • • * * • ' 
Petrojl>;h< at VatHfjil H*<-
tags V] >jge near Wllism*: 
Lake BC, 
Germany 
Germany lias long Been consid-
ered om of the primary poten-
tial markets lor Abw.g-nal cul-
tural tourism. In the past, Ger-
mans have exhibited great 
interest and participate? m 
tourism activities related to 
Cawxia's Atasojial population 
ana oature. In fact, market 
research has founa sftat 7054 
were i*e<V to base t f«r desti-
nation crsoice on the accesabii-
faj of Atxsriemai attractions. 
However, rewtty Germany 
has struggled with weakened 
economic ccndoons resulting m 
a stow d«*n in ttie iong haul 
travel market over the last few 
years. Despste this unfavour-
able eravomit iSmsts Canada 
can salt expect up to 5.8 million 
potential German travelers to 
vis! the counrjy over the com-
ing ive years. 
HPWf^PF^ 
Tips i t Xat's'S1 Hencire Vtilage 
nsa>' "A'tl'iaois Lioe, B.C. 
teratan Abongiial Culture Travelers 
are: 
* OHer {45-84 years) 
« H^tw educafed 
* More li keiy to be male than female 
* Middle to riiotnrtcorne earners 
T H 8 A B O R i e i N A t T O U R I S M 
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'Switzerland 
18.C. 
Switzerland is characterized by a 
heallity economy and a Waft stan-
dard of M t g . As a result of the 
strong economy, outbound ftavel 
has crantnyecJ to rise arinuaJiy.. Inter-
estingly, the Swiss tons-haul pleas-
ure traveler appears to be csmpam-
fivery i««ng s r t of Ngher than aver-
age soda! status, Can-
ada ranks third on t ie 
Swiss long haul desti-
nation list, \Mih sura-
mertseieg trie most 
popular season for 
travel, ft is a n t t nolng 
thai Frendr!-«pe*ifsg Swiss appear fa 
be attracted to Eastern Canada, 
whereas German-speaking Swiss tend 
to towel to Western Canada CTC and 
,OTC f2MBJ found t te«««jghiai , 
i 
cufcm was an important inftawrtg 
factor on destination selection far 
I 57% of Swiss long haul pleasure s 
twetefs and 4 5 * tools part in Abo-
riginal culture activifes on their latest 
tip to Canada. Because Canada is 
seen by many Swss travelers as a 
deslnafen offering nature experi-
ences ratter than cultural tourism, 
marketing, a cultural image of Can-
ada to Swiss trusters eouM raise 
awareness of i i s opportune. 
Swiss Aboriginal Culture Travelers 
» under the age of 45 years (60%) 
• more iiiasly to be female fftart mate 
* tHoelytahav8chldren(32%} 
rrftttte to Wgft income earners 
Higher educated 
1 
Hie opportunity 
to experience 
Aboriginal aikms 
is en impotmmt 
factor mfkiemaag 
dtxtmathn 
sefect»» for $7% 
of Swiss teogf 
• "™ »% trsirefers, 
ire: 
The Netherlands 
The Dutch economy is strong and 
supports a strong outbound travel 
market leisure experiences a-e the 
primary reason fcr Oiicri ftaveters to 
travel to Canada and Canada Is 
valued) for its nature and irnpreswe 
landscape as weH as security arrt 
efwiranrnerial quality. CTC arid 
ATTC {2000} report that 
35% of Dutch long haul 
pleasure travelers teak-
part in Aisoriglrta! a l t e e acMtles on 
their most recent trip, ut i le 40% 
indicated Abortguiaf euttae as a 
reotwatirsg factor in destination se-
lection. The Oufeii Aboriginal Culture 
traveler is mora I ter/ to be affluent 
and 46% are under 45 years of aga. 
Dutch Aboriginal Culture Travelers are: 
• generally tsetsveeB 35and 84 years of age 
{50%} 
« more iltetytD be mate than female 
* more likely to be high income earners 
« lifce^ from the western regions of the Nether-
lands (36%) 
i ntwcw fannn <* about *i»tni t iv fe *t Foi i St 
J« w N tu>! V Ht'tom "•«#• FT r H | i . irt B* 
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ubc UNIVERSITY Of NORTHERN BRITISH COLUMBIA 
For further inforfiiation contact: 
Dr. Pam Wright 
Phone; (250) %G-6353 
Email: pwrigbt@tsftbe.ea 
Diana Itatiner 
Pho»e; (250) 960-5132 
Email: kutz«erd@ursbe,e» 
Outdoor Recreation snd Tourism Man«gcment 
Program 
Prince George, British Columbia, Canada V2N 4Z9 
www.uftbc.ca/oji3ii or httpJ/cura.uiibcta 
Market research and review was conducted with the support 
of the SSHfiC an<d the Community-University Research Alliance 
(CURA'I between Ti'@zt'en Nation and the University of North-
ern British Colombia. The CURA project Is designed to en-
hance the capacity of Tf 'azt'en Nation to effectively engage 
in culturally and ecologically sustainable natural resource 
management, aod to enhance the capacity of UN8C research-
en and the;r students to effectively contribute to First Na-
tion- community needs through collaborative research. One 
key theme of this ptojett is identifying ecotourism potential, 
suitability and possibility for Tl'azt'en. 
*UjT3 
»j*»wf»»> 
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Do You Know Your Target Market? 
I N S I D E 
T H I S I S S U E . 
AlKNgllktl { 
Tounsiu 
Strategy. 
T i t r t t Prteii- I 
ti.il Markt-t 
Stgmtnts: 
t Culh.-" 
St-eher* 
2. Nature- 2 
Cut t i r e 
Ohserve-rs 
3. Sightseer* J 
and Market-
ing Stratt-sjy 
Conta- ts & 4 
Fii-rti* r I T art. 
•"5 
If you are wondering abort the potential of Aboriginal tourism for your community, some of your fcey 
questions likely are: Who may be interested? What does our community have to offer? What are tour-
ists interested in? What do they want to experience and how? Have fhey experienced Aboriginal tour-
ism before? Do they plan ahead? Would they Ike to visit my oommynity ami how long do they want to 
stay? These are just some of the questions yoy may be facing, 
identifying a specific nrtariw* (a martet segment) and Seaming 
about fte needs and interests of customers is crucial to the suc-
cess of any business. This fact sheet provides an overview of 
some potential swsrtset segments for Aboriginal tourism for north-
ern British Colombia. The information presented here comes from 
a research project based on a oofafaoraiwe research effort by re- , „ ..,, . 
searchers from Tl'azt'ert Maiion and the Urtwersly of Northern ^^Mi!^^m.'^"=^^mmmmmmm, 
British Columbia: (UNBC). The objectiwe of this study was to find Longhouse at the Ni$ga"a Meinortal 
Lava Bed PrssvuKiaS Park near New 
out who, of those toyrists roaming around northern British Columbia Airamh, B.C. 
ts interested in Aboriginal tourism products, what types of products 
they are interested in and if l i e whole market can be divided into different types of customers. Al-
though our results focus on northern B.C., sense of the information may be useful for communities 
beyond i i i s area. 
Evaluating the Merest of 337 visitors to norttiem B.C. 
trt the summer of 2007 in Aboriginal tourism answers, we 
found awes distinct groups of visitors., tn order to better 
understand the composition of the market, we wtB look at 
each of these three groups in turn. 
hto* *iiaMlaM|Mopl| Al l 
:';• * • * % 
Key Marketing Terms* 
• Marketing: The process of planning and executing the conception, pricing;, promotion, and distri-
bution of ideas, goods, and services to create exchanges that satisfy individual (customer) and 
orgarsizalWHi objectwes 
* Tourism market: A marfeet that reflects the demands of consumers for a very wide range of travel 
and hospitality products 
• Market segmentation: The practice of dividing total markets up into groups on the basis of similar 
characteristics. 
* Target, market A clearly defined: group of customers whose needs the company plans to satisfy. 
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P A G E 
Three Potential Market Segments 
1. Culture Seekers 
This market segment shewed the highest interest m Aboriginal 
tourism. We1 icaH this group the Culture Severs to reflect the 
Most frepently used information 
sources tlmiag trip planning were; 
* The internet (48%), 
« visttor Information Centres {44%), 
» print media such as travel magazines 
{44% ), word of mouth {40%j. 
• past experience (37%), and 
depth of their interest in Aboriginal culture. Members of this 
group were very interested in teaming about Aboriginal ways of 
living off the land, Aboriginal stories and legends, traditional food,' 
outdoor survival, collecting edible plants and traditional cooking. -
They also showed interest in staying overnight In traditional Abo- • . . - . •» „.« .. • »«. . ,„ ,,.• - , * 
riginat h«tusing and participating in a cultural camp over several days. The majority of visitors in this group were 
traveling for leisure purposes and to visit family and friends. Couples and family and friends without children were 
the dominant travel parties. The Culture Seekers were significantly younger than visitors In the other two groups, 
with 50% below the age of 45 and 21 % beiow 24 years of age. Many m this group had greater prior experience 
. - ,» ..... ,--.., - „ .-,-. :-. ., , -™ . •., ^ f t Aboriginal tourism than visitors In the other two market 
' segments. Culture Seekers ten«t to: 
• Be interested in ail aspects of Aboriginal life and 
culture 
» Seek out information about Aboriginal tourism be-
fore they get on the road 
* Be below 45 years of age (50%)and Carta*® 
{64%) 
« Seeit active partiapation m tourism activities 
2. Nature-Culture Observers 
The Nature-Culture Observers was the largest market 
segment identified. Members of this segment showed 
genuine interest in a variety of Aboriginal topics such as 
traditional food, collecting adibie plants, teaming about 
flora and fauna, learning about Afaongrnai ways of living 
off the land, Aboriginal history and current life, as well 
as Aboriginal belief systems, and stones and legends. 
However, this group appealed to have a greater interest 
in nature-related features. They were not interested in 
multi-day camps or features of Aborigjnal tourism prod-
ucts requiring more active participation such as making 
drums and fishing or the preparation offish. As a result 
«n-?—> 
.., '*$ 
y i , 
Visitors at Nk'Mip Desert Cultural Centre m Osoyoos. 
B.C. 
we caB them the Nature-Culture Observers. Members 
of the Nature-Culture Observers were significant^ 
older than the Cultyre Seekers with 63% being 45 
years or older. The majesty were visiting from Europe 
(40%) while about one thtrd (30%) came from Canada. 
Most visitors in this cluster were traveling for leisure 
purposes and traveling as couples. There were almost 
equal numbers of male and female travelers in this 
group. Visiters in the Nature-Culture Observers seg-
ment reported knowing significantly (ess about the 
Aboriginal people of B.C. and had significantly less 
prior experience with Aboriginal tourism than the Cul-
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tyre Seekers. However, the Nature-Culture Observers dad: an: average of 2 
prior experiences with Aboriginal tourism, which was higher than that of the 
lastgreyp, the Sightseers. 
P A G E 3 
Nature-Culture Observers tend tot 
* Have a great interest in Aboriginal Ife and cuiture 
with a preference for Aboriginal toi i ism product fea-
tures f ia t emphasize the outdoors such as learning 
about local lora and fauna 
» Have experienced an average of 2 Aboriginal tour-
ism sftes or events 
* Be 45 years or older (63%) and be traveling: couples 
2. Sightseers 
The third martei segment was the smallest of the three groups. 
Members of this segment ranted preferences for all Aixxtgiraal 
tourism product features the lowest of a l three clusters. The only 
feature they showed interest in was taking pictures of scenic land-
scapes, which led us to label them as the Sightseers. Visitors In-
cluded in Wis group were neither interested: in staying overnight in 
traditional Aboriginal housing or a multi-day cultaai camp nor in 
hands-on aci¥iiles such as fishing, Wren tasiset weaving, prepar-
ing moose hides or drum making. The Sightseers are a roU-aged 
group with 42% being 45 years of age or older. The most common 
reason for their current trip was leisure. 
^ mm ,,*. • * *» , » . mm mm * » . ••». - . . . " * * ' - ' | 
Sightseers teiwl to: 
• Be older |42% swer 45 years of age} 
• Enjoy sightseeing - faking pictures of scenic landscapes 
« Want to observe and have a reiaied experience 
• Lite their experience to foots on nature 
• Know significantly more about Atariginal people in B.C. 
than the Culture Seekers 
• Be from Canada (36%) 
Lakes, mow *m for its ®kttd&m° 
artradiots 
:MeSa*aSft Bret Nation guMe wit t & graujj of ORTM 
B t e Islaad, Prtaee Rupert, R.CL 
Feasibility § Marketing Strategy 
The mast promising marketing opportunities for Aboriginal 
tourism operators of the three martet segments appear to iie 
w i h trse Culture Seekers and Nature-CuRuve Observers. Both 
market segments exhibit interest in a variety of Aboriginal tour-
ism product features. The Culture Seeters appear as an aitrac-
ttwe segment to target w i h a product Wat provides a "deeper 
Aboriginal tourism experience, potentially lasting a ssttoteday 
or tarsger. We found many domestic travelers in this group, who 
may be more easily reached through local marketing tools such 
as radio advertising. However, this segment is smaller in size 
than the Nature-Culture Observers and may not fee as accessi-
ble. On the other hand, due to their strong interest tn Aboriginal 
culture, the Culture Seeters may be more wiling to travel 
greater distances to have experiences of Aboriginal culture. 
The Nature-Culture Observers appear to be a great market for 
mixed nature-culture products such as guided: nature Mice with 
a cultural component The broad Merest of visitors in this seg-
ment in different Aboriginal tourism features would alow for the 
de¥atopmer»t of a variety of products in order to appeal to as 
many travelers in this segment as possible. However, many in 
this segment appear to prefer brief experiences of Aboriginal 
culture and tend to be dicier, potentially limiting the types of 
products that can be offered to them. All of these three market 
segments are acoessBrie to Aboriginal tourism operators m 
northern B.C., however, ft is useful to evaluate the advantages 
and disadvantages to tt*e community as a whole, before a final 
decision is made. 
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Nation community needs through collaborative research. 
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5.3 Potential product applications and remaining products 
The documents created as part of this thesis provide Tl'azt'enne with further 
resources to draw upon as they decide which tourism products they would like to offer and 
which market to target. The two newsletters in particular present the information synthesized 
in this thesis in an easy-to-understand non-academic format, to make it accessible to all 
community members. The Aboriginal tourism bibliographies provide a wealth of information 
and examples on the Aboriginal tourism market and Aboriginal tourism marketing. Maybe 
the two most important contributions however, are the community tourism development 
workshops. The first workshop was held in Tl'azt'en Nation's main community Tache on 
June 3rd 2008. It served as an information session as well as an open forum generating ideas 
and discussions among community members and researchers. The workshop addressed the 
profile of the Aboriginal tourism traveler in the north, gave examples of existing Aboriginal 
tourism businesses in the area, made participants aware of different levels of involvement 
they will need to decide on, and allowed community members to discuss their ideas for 
potential tourism products on Tl'azt'en territory with on another. The event was a great 
success not only because there were about 20 community participants, but also because of the 
enthusiasm and motivation for tourism development it sparked among them. At the end of 
the day, a group of participants who were highly interested in the next workshop and even 
possibly taking on a leadership position in the process had formed. 
The workshop scheduled for spring 2009 will be a follow-up to the first one and 
present the complete results of this research, with a focus on selecting a target market and 
how to market to tourists. It will also provide an opportunity to pick up the work on potential 
tourism products community members generated in the first workshop and match them with 
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the current capacity within the community as well as discussing organizational details 
entailed in each of them. Besides this workshop, another opportunity to share my research 
results with the entire community and for Tl'azt'enne to provide feedback and pose questions 
to me will be my community defense, which will be scheduled as the date for my formal 
thesis defense is set. 
The materials created as part of this thesis lay the theoretical framework upon which 
Tl'azt'enne may build their decisions regarding which products to develop and who to 
market to, however, it is in the interactive settings of these workshops that the first ideas are 
generated and furthered and it is my hope that Tl'azt'en Nation will continue this work with 
the tools they have been given and to great parts, created themselves. 
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CHAPTER 6 
CONCLUSION AND RECOMMENDATIONS 
6.1 Innovation and further research needs 
The tourism industry in northern British Columbia is characterized by an abundance 
of natural resources, limited infrastructure, and remote communities. Recently, the tourism 
market in Canada and worldwide saw a renewed interest in the "exotic Other" or Aboriginal 
cultures. Aboriginal communities worldwide have undertaken steps to incorporate tourism 
into their (economic) development strategies for various reasons, not least of which is a 
desire to share their culture with outsiders from their perspective. Despite existing Aboriginal 
tourism market reports, First Nation communities in remote, northern locations such as 
northern B.C. have little information upon which to build their Aboriginal tourism product 
development. This research, conducted in partnership with Tl'azt'en Nation, is an example of 
how a community-university alliance can work collaboratively towards resolving this 
knowledge gap. 
The noticeable preference by visitors for nature experiences, characterized by the top 
two potential products, the Hike and the Rock Art, appears to be an opportunity for Tl'azt'en 
Nation. Having lived in close connection with the land for centuries, and attempting to revive 
this connection today, providing opportunities for others to do the same may be an appealing 
challenge for Tl'azt'enne. As the largest market segment identified in Chapter 4, the Nature-
Culture Observers support the potential for a dual-track market that may be reached by First 
Nation communities in northern B.C. Though this study shows that there is potential for 
Aboriginal tourism of various levels of depth in northern B.C., it also revealed areas for 
further inquiry. As this study was limited in scope, further research is needed on the size of 
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the potential market in northern B.C. Contrary to other research, this study found a majority 
of domestic visitors in the most culturally-interested market segment: the Culture Seekers. 
Further research is needed to explore if and how the notion of "distance breeds enchantment" 
while "familiarity breeds contempt" applies to Canadian citizens (Notzke, 2006: 76). If 
proven a viable market segment, domestic visitors could be reached with more affordable, 
local marketing tools, potentially eliminating a great financial barrier to tourism development 
for many First Nations. The same is true for marketing to repeat visitors and visitors who 
have yet to be introduced to Aboriginal tourism (e.g. the Sightseers). The results of this study 
support earlier claims that visitors' prior experience positively influences their interest in 
Aboriginal tourism (e.g. Ryan and Huyton, 2000; Pettersson, 2002). More detailed research 
is needed, however, to assess the feasibility of pursuing a market segment such as the 
Sightseers and how best to target them. 
Despite visitors' demands for genuine experiences and personal interaction with 
Aboriginal hosts, hesitation was found for participation in some activities of potential 
Aboriginal tourism products. One possible conclusion is that visitors' stated level of interest 
in interacting with Aboriginal hosts may be higher than actual comfort with doing so. In this 
case, one solution may be to offer a range of different products offering different levels of 
interaction and providing detailed product descriptions in marketing materials to allow 
visitors to choose within their interest and level of comfort. However, further research is 
required to better understand visitor decision making in this regard. 
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6.2 Next steps 
The results of this research provide Tl'azt'en Nation with a better understanding of 
the tourism market in northern B.C. and their potential opportunities regarding tourism 
development. Yet, before this goal is reached, there are many steps for Tl'azt'enne still to 
complete. A companion study conducted by H.S. Hartman is currently assisting Tl'azt'enne 
in determining how much, and which, aspects of their culture and knowledge the community 
is willing to share with visitors as well as in which format they would like to interact with 
visitors (personal communication, April 25, 2008). Once Hartman's research is completed 
and combined with the results of this market analysis, Tl'azt'en will have accumulated 
sufficient knowledge to make an informed decision as to which target market(s) to choose 
and which product(s) to offer. An internal evaluation of the community's current capacity 
and skills would be a valuable component to this decision. Next, the community will need to 
decide who will be overseeing tourism operations and how responsibilities and future profits 
will be allocated. Depending on the target market chosen, the community may want to seek 
out marketing as well as business partnerships with operators in the surrounding area. An 
invaluable component to any business success, the development of a business plan as well as 
start-up funding would form the next steps. Tl'azt'enne have experience with both processes, 
however, a community workshop to be held in January 2009 will provide an opportunity for 
researchers and community members to reconvene on the planning and scheduling of the 
whole process once more. 
Many challenges are facing Tl'azt'enne, from lack of physical infrastructure in and 
around their territory to limited financial resources and organizational challenges. This 
research provides Tl'azt'en Nation with needed details regarding Aboriginal tourism market 
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opportunities in their geographic area. It is one piece of information in the larger economic 
development picture for this community. The information presented here empowers 
Tl'azt'enne to make their own decisions regarding tourism development and allows them to 
take control over any development of this nature on their territory - a capacity many 
Aboriginal communities are still struggling to achieve. 
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APPENDIX A 
A.l Survey Questionnaire 
iy|fiB#% UNIVERSITY OF NORTHERN BRITISH COLUMBIA 
a CommuriSty-University Research Alliance 
Partnering for Sustainable Resource Managem«w 
Aboriginal Tourism Product Survey 
Are you interested in Aboriginal tourism? If YES, we would like you to help us with this study! 
Please complete the following questions to the best of your knowledge. 
1. Is this your first trip to Northern British Columbia? 
• Yes 
• No 
2. On this trip, how many days in total have/will you spend in Northern British Columbia (as defined by 
the geographic area of British Columbia inclusive of and north of Prince George)? day(s) 
3. How many days in total did/will you spend away from home on this trip? day(s) 
KNOWLEDGE & INFORMATION SOURCES FOR ABORIGINAL TOURISM 
Throughout this survey you'll see the terms 'Aboriginal people' and 'Aboriginal tourism'. 
'Aboriginalpeople'is used broadly to refer to indigenous people. In Canada, this term includes 
First Nations, Metis and Inuit people. 
Aboriginal tourism is any type of tourism activity provided by, or with the cooperation of, 
Aboriginal peoples - it often includes cultural opportunities but may not be limited to that. 
4. Prior to this trip, how much did you know about Aboriginal people in British Columbia and their 
cultures? (Please ^one only) 
Quite a lot A lot Some Little Didn't know anything at all 
• • • • a 
5. While planning your trip, did you look for any information about ways to experience or learn 
about Aboriginal culture in Canada? (Please Sone only) 
• Yes 
• No (Go to Question # 7) 
6. What kind of information were you looking for? (Please ^all that apply). 
• General background information on Aboriginal people 
• To see if Aboriginal tourism opportunities exist in the place/places where I am/was travelling 
• To find information about a particular cultural Aboriginal site/center/tour 
• Information on Aboriginal communities that I can visit 
• Other (Please specify) 
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7. Before this trio and within Canada, have you ever: (Please /all that apply) 
U Purchased Aboriginal arts, crafts or cultural items 
, , Attended a performance of Aboriginal theatre, music or 
dance 
3 Visited a museum or art gallery presenting Aboriginal culture 
U Visited an Aboriginal site/village or center focussing on 
Aboriginal culture 
• Participated in a guided tour about Aboriginal culture 
3 Stayed in an Aboriginal community 
J Other (Please specify), . 
O None of the above 
8. On this trip, have you or do you plan to: 
(Please /all that apply) Please specify location and business name 
Purchase Aboriginal arts, crafts or cultural items. 3 
n Attend a performance of Aboriginal theatre, music or 
dance 
i , Visit a museum or art gallery presenting Aboriginal 
culture 
. , Visit an Aboriginal site/village or center focussing on 
Aboriginal culture 
^ Participate in a guided tour about Aboriginal culture. 
^ Stay in an Aboriginal community 
-^ Other (Please specify). 
• None of the above 
TOURISM EXPERIENCE INTEREST 
9. In this section you will find four descriptions of Aboriginal tourism experiences. Please read the 
descriptions carefully and indicate how likely you would be to purchase the experience and why. 
Tl'azt'enne Traditional Feast (3:00pm - 6:00pm) 
Logistics: camping and overnight accommodation (cabins) available 
Physical activity: as much as you like 
Equipment required: clothes appropriate for the outdoors 
Join us for a celebration of one of our most valued and important sources of survival: salmon! 
After a warm welcome upon your arrival at Cinnabar Research Station you have the chance 
take a stroll along the shore ofTezzeron Lake, discover the local wildlife following one of our 
guides on a short trail, examine our arts and crafts, or simply enjoy the scenery, seated at one 
of the waterfront picnic tables. Watch and listen and enjoy when (around 4:30pm) we welcome 
the arrival of the salmon with drumming and singing followed by our traditional feast with 
salmon, seasonal vegetables and bannock at 5:00pm. 
Not at all likely Not likely to .. , , Likely to . . ... , , , 
. ' . ' Neutral ' Very likely to purchase to purchase purchase purchase J J r 
• • • • • 
What do you like / dislike about this product? (Please write your answer below) 
LIKE: 
DISLIKE: 
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Family Cultural Camp (1 Vz days starting at 10am) 
Logistics: camping and overnight accommodation (cabins) available 
Physical activity: as much as you like 
Equipment required: clothes appropriate for the outdoors 
Come and enjoy two days filled with Carrier culture in Binche, a Tl'azt'en community. 
Walking along the shore of Stuart Lake, watch Tl'azt'enne demonstrate traditional activities 
from drum making and birch basket weaving to smoking salmon and animal tracking. Try one 
of these and other activities yourself go for a hike or take a canoe out on the lake. In the 
afternoon you have the option to join a guided tour to a traditional Tl'azt'enne housing site 
with reconstructed pit houses and historic food catches. At night join Tl'azt'en Elders at the 
campfire and listen to Tl'azt'en traditional stories. The following day, enjoy the beautiful 
scenery on your own time; join a workshop or a wildlife viewing tour. 
Not at all likely Not likely to N t I Likely to Very likely to 
to purchase purchase purchase purchase 
• • • • • 
What do you like / dislike about this product? (Please write your answer below) 
LIKE: 
DISLIKE: 
Carrier Rock Paintings (3 hours) 
Logistics: Guests will be transported with a boat and accompanied by a Tl'azt'enne tour guide 
Physical activity: A leisurely 15 minute walk 
This Aboriginal tourism experience includes a visit to the Tl'azt'en community of Binche and a 
half hour boating tour to a rock face with Carrier rock paintings. The paintings are located at 
the north shore of Stuart Lake and depict animals, fish, birds and symbols showing guardian 
spirits and images received in dreams. During your tour, listen to your Tl'azt'enne guide point 
out the area's wildlife and explain traditional Aboriginal ways of life on the shores of Stuart 
Lake. A light snack will be provided during the boat tour. 
Not at all likely Not likely to M t I Likely to Very likely to 
to purchase purchase purchase purchase 
• • • • u 
What do you like / dislike about this product? (Please write your answer below) 
LIKE: 
DISLIKE: 
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Tl'azt'en Territory Nature Hike (2.5 hours) 
Logistics: Guests will be transported with a van to the trailhead and accompanied by two Tl'azt'enne 
tour guides 
Physical activity: A two hour hike at a steady but not rushed pace; no elevation gain 
Equipment required: Hiking boots or sturdy walking shoes; clothes appropriate for the outdoors 
Join a Tl 'azt 'enne guide for a hike through the forest along Binche creek to Pinchi Lake. Your 
destination is the magnificent waterfall at the mouth of Binche creek, where you are invited to 
enjoy a small lunch with traditionally caught, smoked salmon along with bannock or a 
vegetarian sandwich. During your hike, listen to your guides explain and point out the animal 
and plant life of the region and how this environment has made Tl'azt'enne survival possible in 
the extreme climate of Northern British Columbia. Bring your camera as this is a very scenic 
hike through an area rich with wildlife. 
Not at all likely Not likely to .. . . 
. . ' . ' Neutral to purchase purchase 
• a • 
What do you like / dislike about this product? (Please write your answer below) 
LIKE: 
DISLIKE: 
Likely to 
purchase 
• 
Very likely to 
purchase 
• 
10. How interested would you be in each of the following topics presented by Aboriginal people of 
northern British Columbia? (Please ^all that apply) 
interested
 M^°lied Neutral Interested j ^ t e d 
at all 
a Animal and plant life of the region • • • • • 
b Ancient rock paintings LI U 3 LI • 
c Aboriginal traditional foods LJ LI H U U 
Aboriginal drumming and dance 
d performances J J 11 LI U 
Demonstrations by artisans of artefacts 
e (baskets, wood carvings, etc.) • • Q • • 
f Other (Please specify) J J J J J 
11. Regarding an Aboriginal tourism experience, how interested would you be in the following 
experiences presented by Aboriginal people of northern British Columbia? (Please ^all that apply) 
^ ° * N t V 
interested . . . . Neutral Interested . . . . 
. „ interested interested 
at all 
Staying overnight in traditional Aboriginal 
housing (e.g. a pithouse) • • • • • 
b Learning about Aboriginal ways of living off 
the land (hunting & fishing) LI • • J J 
A multi-day cultural camp for families 
c
 (parents & children) U • U J • 
J Taking photographs of scenic landscapes or 
wildlife U • • U U 
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e
 Visiting archaeological sites • • • • • 
f
 A multi-day cultural camp for adults J J J J J 
at all 
g A guided tour on traditional trails • • Q • • 
h Other (Pluase specify) J J J J J 
• 
Not 
interested 
• 
J 
• 
j 
a 
j 
Not 
interested . , '"yJ\ . Neutral Interested Very interested 
12. During an Aboriginal tourism experience in northern British Columbia, how interested would you be 
in learning about the following topics? (Please ^all that apply) 
interested . . . . Neutral Interested . . ^ . 
. „ interested interested 
at all 
Aboriginal belief systems and relationship 
a
 withtheland • O • U • 
Aboriginal history post-European contact 
b (e.g. fur trade, settlement, changes in beliefs 
and values) • (J • U • 
Stories and legends of Aboriginal 
c
 culture J • -J 3 U 
Aboriginal people in Canada today (e.g. 
d resource management, land claims, treaty 
negotiations) • LI • • LI 
e Other (Please specify) • a • • • 
13. How interested would you be in the following activities presented by Aboriginal people of 
northern British Columbia? (Please Sail that apply) 
a 
b 
c 
Birch basket 
weaving 
Drum 
making 
Drumming.... 
. Traditional story 
telling 
Wood 
e 
f 
g 
h 
i 
j 
carving 
Painting/drawing. 
Animal 
trapping 
Outdoor 
survival 
Animal 
tracking 
Collecting plants to 
eat 
Not 
ntereste 
d at all 
• 
j 
• 
• 
LI 
j 
- i 
u 
• 
J 
Not 
intereste 
d 
• 
J 
• 
J 
• 
J 
J 
J 
J 
J 
Neutra 
1 
U 
J 
a 
• 
3 
j 
j 
u 
u 
j 
Intereste 
d 
a 
j 
a 
• 
• 
j 
j 
3 
n 
j 
Very 
intereste 
d 
• 
J 
• 
LI 
LI 
_l 
-1 
U 
LI 
J 
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. Traditional 
cooking 
. Traditional 
housing 
Fishing 
m a 
Preparing and smoking 
n
 fish 
Preparing moose 
hides 
Other (Please specify) 
• 
J 
u 
u 
a 
j 
• 
j 
L) 
J 
• 
J 
• 
J 
U 
2 
• 
J 
• 
J 
• 
3 
a 
j 
• 
3 
u 
u 
• 
J 
14. When taking part 
experience to be like 
in an Aboriginal tourism experience, what would you prefer your 
or to include? (Please circle only one number per row) 
Mix of 
both 
Relaxed and 
observational Active and involved 
Non-guided (explore 
on your own) 
Casually speak with 
Aboriginal hosts 
Participate in 
drumming 
and dancing 
Guided (e.g. guided tour) 
Opportunity to have 
one-on-one conversations 
with Aboriginal hosts 
Participate in daily 
activities of traditional 
Aboriginal life 
Make arts & crafts 
yourself 
Centered on culture 
1 
1 
1 
2 
2 
2 
3 
3 
3 
4 
4 
4 
5 
5 
5 
Explore Aboriginal cultural 
exhibits 
See how arts & 
crafts are made 
Centered on the local 
natural environment 
(forests, lakes & wildlife) 
See drumming 
and dancing 
Walking / hiking 
activities Canoeing / boating activities 
TRAVEL PROFILE 
15. What is the primary purpose of your trip? (Please ^one only) 
• Leisure / holidays 
• Visit Friends & Family 
Q Work/Business 
• Other (Please specify) 
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16. What is your primary destination on this trip? (Please ^one only) 
• 
Q None (Touring / Circle tour / Round trip) 
17. What is your main mean of transport during your present trip? (Please ^one only) 
• Car/Truck/Motorcycle 
• RV, Fifth-wheel or Tent Trailer 
Q Bus 
• Aeroplane 
Q Train 
• Other (Please specify) 
18a. How far in advance did you plan this trip to/through Northern British Columbia? (Please Sone only) 
O Less than a week 
• 1 -3 weeks 
• 1-4 months 
• 6-12 months 
• More than a year 
• Did not plan in advance (Please skip to question #19) 
18b. What information sources did you use to plan this trip? (Please Sail that apply) 
• Own past experience • Tour operators/tourism specific businesses 
• Word of mouth (friends, relatives, etc.) • Travel agents, Airlines, Auto Association 
• Visitor information center • Other Brochures 
• Tourism BC 1-800 # or other Q Media coverage 
Q Clubs and other associations • Internet/World Wide Web 
a I , r a I e ' m a ^ z i n e s / P u r b l i c H a t ; o n s (e-9- M i l e P ° s t ' • Travel guide books (e.g. Lonely Planet) Northern BC Travel Guide) a v a J ' 
LASTLY, A FEW QUESTIONS ABOUT YOU 
19. Where are you from? 
Province/ State 
Country 
20. Please indicate your gender. 
• Male 
• Female 
21. How would you describe your immediate travel party? (Please S one only) 
• Travelling alone 
• An adult couple (partners in a relationship) 
• A family group with children 
• Other family group and friends 
• Friends travelling together without children 
• Friends travelling together with children 
• Other (Please specify) 
22. Please indicate your highest level of education? (Please Sone only) 
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• Some high school 
• High school or equivalent degree 
• Some technical college or university courses 
Q Completed college or university degree 
• Post-graduate studies (e.g. Master's, PhD, etc.) 
23. How old are you? (Please ^one only) 
• 18-24 
• 25-34 
• 35-44 
• 45-54 
• 55-64 
• 65-74 
O 75 years and older 
Thank you very much for your participation!! 
APPENDIX B 
As a result of the article based format of this thesis, only samples of the statistical 
analysis and summaries of the results drawn from this research are presented in the Chapters 
above. Appendices A, B and C present the complete data in table format as well as parts of the 
statistical analysis that could not be included in the articles. 
B.l Frequencies 
Table B.l . l Previous Visitation of Respondents to Northern British Columbia 
Previously been to northern B. C. 
In northern B. C. for the first time 
Total 
# of respondents * 
205 
132 
337 
Percent 
60.83 
39.17 
100.00 
* Total number of possible responses (n) is 337 
Table B.1.2 Time spend away from home vs. in northern B.C. 
Mean 
Median 
Avg. # of days spent away 
from home 
37.80 
21.00 
Avg. # of days spent in 
northern B. C. 
12.47 
5.00 
Table B.1.3 Knowledge about Aboriginal people in B.C. prior to trip 
Quite a lot 
A lot 
Some 
Little 
Didn 't know anything at all 
Total 
Table B.1.4 Planning behaviour regarc 
Respondents who planned for 
Aboriginal tourism experiences 
Respondents who did not plan for 
Aboriginal tourism experiences 
Total 
# of respondents 
16 
24 
116 
132 
49 
337 
% 
4.75 
7.12 
34.42 
39.17 
14.54 
100.00 
ing Aboriginal tourism experiences 
# of respondents 
102 
233 
335 
% 
30.27 
69.14 
99.41 
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Table B. 1.5 Information on Aboriginal tourism sought for by respondents for planning 
purposes* 
Type of Information sought 
General background information on Aboriginal people 
To see if Aboriginal tourism opportunities exist in the 
place/places where I was traveling 
To find information about a particular cultural Aboriginal 
site/center/tour 
Information on Aboriginal communities that I can visit 
Other 
% 
23.15 
12.76 
10.39 
13.06 
2.37 
* Respondents were able to check more than one option 
Table B. 1.6 Aboriginal tourism related activities prior to this trip* 
Aboriginal tourism related activity 
Purchased Aboriginal arts, crafts or cultural items 
Attended a performance of Aboriginal theatre, music or dance 
Visited a museum or art gallery presenting Aboriginal culture 
Visited an Aboriginal site/village or center focusing on 
Aboriginal culture 
Participated in a guided tour about Aboriginal culture 
Stayed in an Aboriginal community 
Other 
None of the above 
% 
54.90 
35.90 
63.50 
45.70 
15.40 
11.60 
2.40 
22.60 
* Respondents were able to check more than one option 
Table B. 1.7 Aboriginal tourism activities participated in or planned to do by travelers on this 
trip* 
Aboriginal tourism related activity 
Purchase Aboriginal arts, crafts or cultural items 
Attend a performance of Aboriginal theatre, music or dance 
Visit a museum or art gallery presenting Aboriginal culture 
Visit an Aboriginal site/village or center focusing on Aboriginal 
culture 
Participate in a guided tour about Aboriginal culture 
Stay in an Aboriginal community 
% 
35.60 
16.00 
48.70 
35.60 
11.60 
6.20 
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Other 
None of the above 
3.00 
24.30 
* Respondents were able to check more than one option 
Table B. 1.8 Respondent product interest 
Not at all likely to 
purchase 
Not likely to purchase 
Neutral 
Likely to purchase 
Very likely to 
purchase 
Total 
Missing 
Tl'azt'en 
Traditional Feast 
% 
8.61 
14.84 
27.00 
33.23 
11.87 
95.55 
4.45 
Family Camp 
% 
19.29 
25.82 
21.07 
20.47 
9.20 
95.85 
4.15 
Rock Paintings 
% 
10.39 
12.17 
21.07 
44.81 
8.90 
97.33 
2.67 
Nature Hike 
% 
10.09 
15.13 
18.40 
40.95 
13.35 
97.92 
2.08 
Table B. 1.9 Interest in Aborig 
Not at all 
interested 
Not 
interested 
Neutral 
Interested 
Very 
interested 
Total 
Animal & 
plant life of 
the region 
% 
2.08 
1.48 
13.06 
50.45 
31.16 
98.22 
inal tourism re 
Ancient rock 
paintings 
% 
1.19 
5.64 
18.10 
45.70 
25.82 
96.44 
ated topics 
Traditional 
foods 
% 
0.59 
6.53 
24.93 
41.54 
22.85 
96.44 
Drumming & 
dance 
performances 
% 
1.48 
5.93 
21.96 
44.21 
21.36 
94.96 
Demonstra 
tions by 
artisans 
% 
1.48 
5.34 
18.69 
48.37 
20.77 
94.66 
Other 
% 
0 
0 
0.89 
1.48 
5.04 
7.42 
Table B. 1.10 Respondent interest in tourism experiences 
in percent 
Not at all 
interested 
Not 
interested 
Neutral 
Interested 
Very 
interested 
Total 
Overnight 
stay 
6.53 
26.11 
24.04 
27.89 
11.87 
96.44 
Learning 
1.78 
4.45 
16.32 
52.82 
23.15 
98.52 
Multiday 
11.28 
33.83 
25.22 
15.73 
8.31 
94.36 
Photos 
1.19 
5.04 
13.06 
46.88 
32.34 
98.52 
by Aboriginal people of northern B.C. 
Archeology 
0.89 
9.79 
19.88 
42.73 
24.33 
97.63 
Multiday 
Adults 
10.98 
29.08 
28.49 
16.02 
9.50 
94.07 
Guided 
tour 
2.97 
8.90 
21.36 
49.26 
14.54 
97.03 
Other 
0 
0 
0.30 
0.30 
0.59 
1.19 
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Table B. 1.11 Respondents' interest in learning about Aboriginal tourism related topics in 
percent _^  
Not at all 
interested 
Not interested 
Neutral 
Interested 
Very 
interested 
Belief 
systems 
2.1 
7.1 
17.5 
48.1 
23.4 
History 
1.2 
4.5 
14.8 
54.6 
22.3 
Stories and 
legends 
0.6 
4.2 
15.7 
52.2 
25.5 
Today 
0.9 
7.4 
28.5 
42.1 
18.4 
Other 
0 
0 
0.3 
0.3 
Table B. 1.12 Respondents' interest 
Birch basket weaving 
Drum making 
Drumming 
Storytelling 
Woodcarving 
Painting / drawing 
Trapping 
Outdoor survival 
Animal tracking 
Edible plants 
Traditional cooking 
Traditional housing 
Fishing 
Preparing fish 
Preparing moose 
hides 
Other 
Not 
interested 
at all 
3.3 
3.0 
2.7 
0.9 
0.9 
1.5 
7.1 
2.7 
3.0 
1.5 
1.2 
0.6 
4.7 
3.9 
5.3 
0 
in participatini 
Not 
interested 
16.0 
13.1 
10.1 
6.2 
4.5 
7.1 
13.9 
7.1 
7.1 
7.4 
7.1 
8.9 
12.2 
11.0 
14.5 
0 
3, in activities related to Aboriginal tourism 
Neutral 
26.7 
26.4 
27.3 
22.3 
20.5 
23.1 
21.7 
15.7 
16.9 
17.2 
25.2 
28.5 
22.6 
22.0 
26.7 
0.6 
Interested 
40.4 
40.9 
39.5 
45.7 
50.1 
48.1 
38.6 
43.3 
46.0 
43.9 
41.2 
42.1 
40.4 
38.6 
35.9 
0.9 
Very 
interested 
10.1 
13.1 
14.8 
21.4 
20.8 
15.1 
14.2 
27.9 
22.6 
27.0 
20.8 
13.9 
16.3 
21.4 
14.2 
1.5 
Total 
96.4 
96.4 
94.4 
96.4 
96.7 
95.0 
95.5 
96.7 
95.5 
97.0 
95.5 
94.1 
96.1 
96.7 
96.7 
98.5 
Table B. 1.13 Participants' preference in re 
experience Aboriginal tourism 
gards to the manner in which they would like to 
Relaxed and observational vs. active and 
involved 
Relaxed and observational 
Predominantly relaxed and 
observational 
Mix of both 
Predominantly active and 
involved 
Active and involved 
% 
5.0 
8.8 
43.3 
22.3 
11.3 
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Non-guided (explore on your own) vs. 
guided (e.g. a guided tour) 
Non-guided 
Predominantly non-guided 
Mix of both 
Predominantly guided 
Guided 
6.9 
9.9 
41.0 
19.0 
12.1 
Casually speak with Aboriginal hosts vs. 
opportunity to have one-on-one 
conversations with hosts 
Casually speak with hosts 
Predominantly casually speak 
with hosts 
Mix of both 
Predominantly have 
opportunity for one-on-one 
conversation 
Opportunity to have one-on-
one conversations 
4.7 
12.7 
36.1 
23.4 
13.5 
Explore Aboriginal cultural exhibits vs. 
participate in daily activities of 
traditional Aboriginal life 
Cultural exhibits 
Predominantly cultural 
exhibits 
Mix of both 
Predominantly participation 
in daily activities 
Participate in daily activities 
7.2 
20.9 
34.4 
16.5 
9.6 
See how arts and crafts are made vs. 
make arts and crafts yourself 
See how arts/crafts are made 
Predominantly see how 
arts/crafts are made 
Mix of both 
Predominantly make 
arts/crafts yourself 
Make arts/crafts yourself 
17.6 
19.8 
26.2 
15.4 
9.6 
Centered on culture vs. centred on the 
local natural environment (forests, lakes 
and wildlife) 
Centered on culture 
Predominantly centered on 
culture 
Mix of both 
Predominantly centered on 
the local natural environment 
Centered on the local natural 
environment 
3.0 
6.6 
42.7 
24.5 
12.4 
See drumming and dancing vs. 
participate in drumming and dancing 
See drumming and dancing 
Predominantly see drumming 
and dancing 
Mix of both 
21.5 
25.3 
20.4 
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Predominantly participate in 
drumming and dancing 
Participate in drumming and 
dancing 
12.7 
7.4 
Canoeing/boating activities vs. 
walking/hiking activities 
Canoeing/boating activities 
Predominantly 
canoeing/boating activities 
Mix of both 
Predominantly 
walking/hiking activities 
Walking and hiking activities 
9.6 
16.5 
43.0 
11.3 
7.7 
Table B. 1.14 Destination travel vs. round trip travel 
Destination 
None /Round trip 
Total 
% 
44.8 
39.5 
84.3 
Table B. 1.15 Main means of transport 
Car / Truck /Motorcycle 
RV, Fifth-wheel or Tent Trailer 
Bus 
Aeroplane 
Train 
Other 
Total 
% 
54.3 
25.8 
2.1 
1.5 
0.9 
1.5 
86.1 
Table B. 1.16 Advance planning 
Less than a week 
1-3 weeks 
1-4 months 
6-12 months 
More than a year 
Did not plan in advance 
Total 
% 
8.3 
10.4 
27.3 
28.8 
6.5 
4.7 
86.1 
Table B. 1.17 Sources of information used for 
Personal experience 
Word of mouth 
Visitor information centers 
Tourism BC 
planning purposes 
% 
36.8 
40.1 
56.4 
6.2 
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Clubs and other associations 
Travel magazines 
Tour operators 
Travel agents 
Other brochures 
Media coverage 
Internet 
Travel guide books 
3.6 
26.4 
6.2 
10.1 
18.7 
2.1 
47.2 
30.6 
Table B. 1.18 Country of origin 
Europe 
Spain 
Switzerland 
The Netherlands 
UK 
Denmark 
France 
Germany 
Holland 
Scotland 
Austria 
Belgium 
Czech Republic 
North America 
Canada 
USA 
Australia 
India 
New Zealand 
South Africa 
No response 
# of respondents 
120 
2 
10 
12 
27 
6 
2 
47 
6 
1 
2 
3 
2 
203 
131 
72 
7 
1 
3 
3 
26 
% 
33.3 
0.6 
2.8 
3.3 
7.4 
1.7 
0.6 
12.9 
1.7 
0.3 
0.6 
0.8 
0.6 
55.9 
36.1 
19.8 
1.9 
0.3 
0.8 
0.8 
7.2 
Table B.1.19 Gender 
Male 
Female 
# of respondents 
166 
166 
150 
Total 332 
Table B. 1.20 Travel Party 
Traveling alone 
An adult couple 
Family group with children 
Other family group and friends 
Friends traveling together without children 
Friends traveling together with children 
Other 
Total 
% 
8.9 
54.6 
11.9 
5.3 
16.9 
0.3 
1.5 
99.4 
Table B. 1.21 Level of education 
High school or equivalent degree 
Some technical college or university 
courses 
Completed college or university degree 
Post-graduate studies (e.g. Master's, PhD, 
etc.) 
Total 
% 
14.0 
22.6 
30.3 
20.4 
91.2 
Table B. 1.22 Age 
18-24 
25-34 
35-44 
45-54 
55-64 
65-74 
75 years and older 
Total 
% 
10.1 
12.5 
12.5 
19.3 
29.7 
13.1 
2.1 
99.1 
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B.2 Product purchase likelihood based on feature preference, demographics, and previous 
experience 
This section presents the statistical analysis of visitors' purchase likelihood based on their 
feature preference, demographics, and previous experience. This section was first included in 
Chapter 3 but had to be excluded to fulfill the article's required word limit. 
We used multiple regression to develop a model of product purchase likelihood (Table 
B.2.1). We applied four stepwise (backwards) analyses in total (one for each product) with the 
significance level set to (a) = 0.05 for variable entry and (a) = 0.1 for variable removal. The 
resulting statistics were screened for multicollinearity based on the variance inflation factor 
(VIF) values of the independent variables. High VIF values (VIF > 4; Hair et al, 2006) were 
found in all four models associated with the variables 'fishing', 'preparing and smoking fish' as 
well as 'drum making' and 'drumming'. We found that this was caused by a high correlation 
between 'fishing' and 'preparing and smoking fish', as well as between 'drum making' and 
'drumming'. As a result, we decided to exclude 'fishing' and 'drum making' from the analysis. 
Before we ran the analysis again, we also decided to make the criteria for entering and removing 
variables into and from each model more stringent and we changed it to (a) = 0.01 (entry) and 
(a) = 0.05 (removal). The resulting four models were free of multicollinearity. 
We obtained a significant regression model (p < 0.001) for each of the four products. For 
the regression model of the TTF, the adjusted R2 of 0.22 suggests that 22% of the variation in 
respondent purchasing interest in this product can be explained by the four variables retained in 
the final model. Of the four variables, the 'overnight stay in traditional housing' had the greatest 
influence on the dependent variable indicating that a one-unit increase in respondents' interest in 
this feature would lead to a 20% increase in their interest in purchasing the TTF (Table B.2.1). 
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Other variables positively influencing purchasing interest were interest in 'Aboriginal history 
post-European contact', 'preparing and smoking fish' and 'Aboriginal belief systems'. 
The regression model for the FCC retained eight variables explaining 46% of variance 
(adjusted R2 = 0.46) of respondent interest in purchasing this product. Purchase interest in the 
FCC was positively influenced by interest in an 'overnight stay in traditional housing', the 
'multi-day cultural camp (adults)', 'stories and legends' and 'demonstrations of artefacts by 
artisans'. Purchasing likelihood was negatively influenced by older age groups and by visitors 
interested in 'birch basket weaving' and 'taking photos of scenic landscapes or wildlife'. Gender 
had a positive influence on purchase likelihood indicating that women assigned higher values to 
this product. 
Eight variables explained 30% (adjusted R2 = 0.30) of variance in purchasing interest of 
the CRP product. For this product, interest in 'rock paintings', 'visiting archaeological sites', a 
'guided tour on traditional trails', 'Aboriginal belief systems', and 'preparing and smoking fish' 
positively influenced purchase likelihood. This was negatively influenced by the 'multi-day 
cultural camp for families', 'woodcarving' and 'outdoor survival'. Lastly, 36% of variance 
(adjusted R2 = 0.36) could be explained by eight variables in the regression model for the TTNH. 
Interest in a 'guided tour on traditional trails' had the greatest positive influence on purchasing 
likelihood for this product. Other positively influencing variables were 'Aboriginal belief 
systems' and 'demonstrations of artefacts by artisans'. Previous participation in Aboriginal 
tourism, older age, the 'multi-day cultural camp for families' and for adults as well as interest in 
painting and drawing negatively influenced purchase likelihood of the TTNH. 
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Table B.2.1 Key features of Aboriginal tourism products 
Model 
F value 
Adjusted R2 
Independent variables 
Gender 
Age 
Overnight stay in traditional 
housing 
Learning about living off the 
land 
Multiday cultural camp 
(families) 
Aboriginal history post-
European contact 
Woodcarving 
Birch basket weaving 
Taking photos of scenic 
landscapes or wildlife 
Multiday cultural camp (adults) 
Stories and legends 
Demonstrations by artisans 
Preparing and smoking fish 
Previous participation 
Rock paintings 
Visiting archaeological sites 
Guided tour on traditional trails 
Aboriginal belief systems 
Preparing and smoking fish 
Painting and drawing 
Outdoor survival 
77 'azt 'en 
Traditional 
Feast (TTF) 
18.524(4,245) 
0.220 
Standardized 
beta coefficients" 
0.195** 
0.172* 
0.141* 
0.166* 
Family Cultural 
Camp (FCC) 
27.443 (8, 243) 
0.457 
Standardized 
beta coefficients 
0.142** 
-0.169** 
0.339** 
-0.142* 
-0.096* 
0.234** 
0.169** 
0.147* 
Carrier Rock 
Paintings (CRP) 
14.832 (8, 247) 
0.303 
Standardized 
beta coefficients 
-0.122* 
-0.106* 
0.247** 
0.153* 
0.237** 
0.240** 
0.135* 
-0.135* 
77 'azt 'en 
Territory Nature 
Hike (TTNH) 
18.937(8,248) 
0.359 
Standardized 
beta coefficients 
-0.208** 
-0.168* 
0.160* 
0.153* 
-0.140** 
0.398** 
0.202** 
-0.116* 
"Standardized beta coefficients show how the independent variable affects the dependent variable. *p<0.05; 
** p<0.01. 
Based on the results from the multiple regression analysis, when designing any of the 
four products, emphasis should be placed on designing and marketing products that focus on 
the highest-ranked features of the associated product. For example, a traditional feast type 
product (TTF) should include an overnight stay in traditional Aboriginal housing, the 
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opportunity for tourists to learn about Aboriginal history post-European contact, as well as 
preparing and smoking fish and Aboriginal belief systems. 
Overall, several features stood out across the four products. These included the 
opportunity to stay overnight in traditional Aboriginal housing, to see demonstrations of 
artefacts by artisans, participate in a guided tour and to learn about Aboriginal belief systems. 
All of these features had a positive influence on product purchase likelihood in at least two of 
our four products. With significant parallels to many of the previously identified preferred 
features of Aboriginal tourism noted in the beginning of this thesis we were able to elaborate 
on potential key features and also identified those features with an adverse effect on purchase 
likelihood for our products. 
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APPENDIX C 
C.l Product purchasing interest by cluster 
Four potential Aboriginal tourism products were included in the questionnaire in 
order to identify products of greatest appeal to travelers in northern British Columbia. We 
used these four potential products as a means to confirm the results of the cluster analysis. If 
respondents had been assigned correctly to clusters, we would expect to see the clusters 
exhibit interest in products that include a majority of the product features they claim to be 
interested in the most. As expected, the Sightseers showed the least amount of interest across 
all three clusters in purchasing any product (Table 6). In comparison, visitors in the Culture 
Seekers cluster showed significantly higher interest in purchasing any of the four products 
than either the Nature-Culture Observers or the Sightseers. These results matched the 
clusters' stated interest in product features and confirmed the correct assignment of 
respondents to the different groups. 
Table C.l Abbreviated descriptions of four potential Aboriginal tourism products and mean 
values of cluster interest in product purchase 
Product 
Tl'azt'en Traditional 
Feast 
Family Cultural Camp 
Carrier Rock Paintings 
Tl'azt'en Territory 
Nature Hike 
Product description 
Celebration of the arrival of the salmon with a traditional Tl'azt'en 
dinner serving salmon and other traditional food. Includes an option 
for a guided tour. Entertainment includes a singing and drumming 
performance. Time frame: 3hrs; physical activity level: low. 
A camp to experience Carrier culture in form of workshops. It 
includes the option of a guided tour to rebuild pit houses or to see 
wildlife and the opportunity to meet Tl'azt'en Elders. Alternatively, 
visitors can go on a hike or canoe trip by themselves. There is an 
option to stay overnight. Time frame: 1 lA days; physical activity 
level: optional. 
A boat trip on Stuart Lake to a rock face with Carrier rock paintings. 
A guide will explain the paintings and Tl'azt'en traditional life in this 
environment. Time frame: 3hrs; physical activity level: low. 
2 hour hike though the forest to a waterfall at Pinchi Lake. Includes a 
small traditional lunch (optional) and a guide to explain the local 
flora and fauna and Tl'azt'en traditional life in this environment. 
Time frame: 2.5hrs; physical activity level: moderate to high. 
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Product purchasing 
interesf,b 
Tl'azt'en Traditional 
Feast 
Family Cultural Camp 
Carrier Rock Paintings 
Tl'azt'en Territory Nature 
Hike 
Culture 
Seekers 
(Cluster 1) 
3.8 
3.6 
3.7 
3.7 
Nature-Culture 
Observers 
(Cluster 2) 
3.2 
2.5 
3.3 
3.3 
Sightseers 
(Cluster 3) 
2.5 
2.1 
2.5 
2.5 
Games-Howell 
Test 
1>2, 1>3, 2>3 
1>2, 1>3 
1>2, 1>3, 2>3 
1>2, 1>3, 2>3 
aWhere 1 = not at all likely to purchase and 5 = very likely to purchase. 
bANOVA indicated significant differences, p<0.001 
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